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Proving 
442 
Pudding. 


The 
Fact 
that 


34,018,422 
“Records” 


were sold during the first six 





months of 1900 is convincing proof of its 


GREAT POPULARITY 


with all classes. The Sunday edition has been increased to 
twenty pa: pages several unique and most interesting features 
being added toit; but the price remains the same—T wo Cents, 


(‘‘ No better value of its kind in Philadelphia.’”-—Mail Order Journal.) 
, , ( 14 aily. 
Circulation; { 193-000 Daily 
(153,000 Sunday. 
Your Fall list should include the best paving paper in Philadelphia, 


Write for a miniature copy. 
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A Study in Figures! 








aa the Brooklyn ‘‘L” there 
are 298 cars which are used 
by a daily average of 135,000 
passengers. Our rate for 
a card 16x24 inches in these cars 
is less than $4 per day. At this 
rate you are attracting the eyes of 
135,000 passengers and figuring on 
$4 per day, the cost per passenger 
comes to about 1-34 of a mill. This 
would be 340 passengers for one cent. 
Don’t you think it would be profitable 
to you to spend a cent to attract 
the attention of 340 passengers? 
Others have found it would. 





We control the advertising space 





in the Brooklyn ‘‘L’’ cars. 





Grorce Kissam & Company, 
253 Broapway, New York. 


N. t. 
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COCO-COLA. 


ITS RISE FROM FORTY-SEVEN GALLONS 
A YEAR IN 1888 TO HALF A MILL- 
1ON GALLONS AT PRESENT—THE 
SUCCESSFUL INTRODUCTORY PROP- 
OSITION IN WHICH ALMOST HALF 
\ MILLION DOLLARS HAS BEEN EX- 
PENDED—SAMPLINGON THE ROAD— 


OUTDOOR DISPLAYS AT PRESENT— 
POSTERS —IN THE CARS — CAL- 
ENDARS AND HANGERS—GLASS 
HANGERS—NOVELTIES—A FAN EX- 
PERIENCE—MEDIA USED AND NOT 
USED—IN CUBA AND MEXICO— 
THROUGH THE FACTORY—SUBSTI- 


TUTION—SOME ADVERTISING DE- 


TAIL, 


\ large general advertiser is the 
Coco-Cola Co., of Atlanta, Ga., 
makers of the “soft drnks’” by 
that name. Dur:ng the last twelve 
years this company has grown 
from nothing to an immense busi- 
ness with five branch houses scat- 
tered all over the United States. 

“Our success is due more to per- 


sistent advertising than to any 
other cause,” the secretary told 
me. “In 1888 the bus ness was 


established here in Atlanta in a 
dark corner of a druggist’s cellar. 
That year we sold but forty-seven 
gallons. This year we will sell a 
half million gallons. 

“When this business was started 
ur capital was very limited. Our 
bject was to introduce Coco-Cola 
to the trade, so we started in with 
circular letters, hangers and adver- 
tising novelties on a very limited 
scale. From year to year we spread 
out and have met with great suc- 
We have not used the news- 
papers and magazines, but are con- 
sidering them, as our article has 
ben so thoroughly introduced in 
other ways and is now on sale so 
generally that we believe the pub- 
lications of large circulation would 
help us. During the first three 
years we did not spend more than 
$10,000 for circulars, hangers, nov- 
elties, etc., but to-day we are cov- 


cess 
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ering nearly all of the United 
States, Cuba and Mexico. 

THE INTRODUCTORY PROPOSITION, 
-“Our Introductory Proposition 
has paid us best. We have been 
working it since 1894. This plan 
increases our business about 
per cent each year. In a large 
book we have arranged by States 
the name of every dispenser of 
soda water in the Unitel States, 
Cuba and Mex'co—about 200,000 
altogether. We take these names 
up in lots of about 20,000 at a time 
and mail to them a circular letter 
which ‘We are informed 
that you are one of the leading dis- 
pensers of soda water in your city. 
We would be glad to make a trial 
siipment of Coco-Cola to you. 
We will send advertising matter 
for your personal use and for dis- 
tribution. Send us on the blank 
inclosed 100 names and addresses 
of persons likely to patronize your 
fountain and to each one we will 
send letterandcomplimentary drink 
ticket. We will redeem all tickets 
at 5c. cach when returned to us.’ 
That is the gst of the letter. In- 
troductery orders can be had for 
5-gallon kegs at $1.75 per gallon, 
10-gallon kegs at $1.65 per gallon, 
or 35 to 50-gallon kegs at $1.50 
per gallon. With the first order 
we ship. glasses and_ holders, 
handsome. hangers, advertising 
matter for display and _ dis- 
tribution, the 100 letters and 
complimentary tickets, etc. When 
all of this matter is put into opera- 
tion it is not many days before the 
dispenser is doing a rushing Coco 
Cola business. Once started it is 
its own advertisement. The one 
hundred people who receive free 
t'ckets come in and get their drinks 
—that’s $5 for the dispenser. They 
tell their friends and the ball is 
started, and before the season ends 
it runs up into many barrels. We 
further help the dispenser by a lib- 
eral use of posters, car cards 
and painted sidewalks and fences, 


25 





Says: 
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This Introductory Offer is our 
strongest card, as these figures 
showing complimentary tickets re- 
deemed in cash by us will show: 





YEAR. NO. OF TICKETS. CAS‘ PAID OUT. 
1894... 7,721 $ 386.05 
1895..0000 773 760 38,688.00 
1896... .000. 1,282,790 64,139.50 
ee 1,961,815 98,090.75 
1898....++. 2,369,760 118, 488.00 
1899...+ «+ 752,905 137,648.25 
| ee abdeali - -B457,440.55 
“Nearly a half ‘million dollars 


paid out up to 1900 redeem‘ng tick- 
ets that had been given to people 
to introduce them to Coco-Cola. 

3ut it has paid us handsomely, and 
we are giving away tickets this 
year on a larger scale than ever be- 
fore. Free sampling is the most 
convincing form of all advert‘sing. 
It introduces the goods at once. 
Then if the goods are good, people 
will want more. That's where the 
profit comes from. 

MEN ON THE ROAD. 

“Besides the free tickets we send 
to names furnished by d’spensers, 
wehavemen on the road constantly 
handing out envelopes containing 
a circular letter and one free 
ticket. The letter asks that the 
ticket be presented at the nearest 
first-class soda fountain where a 
glass of Coco-Cola will be served. 
This is done to keep a constant de- 
mand at all founta’ns so that our 
goods must be kept in stock. 

OUTDOOR DISPLAYS AT PRESENT. 

“Outdoor display is a most im- 
portant feature with us this year. 
We started painting in 1899. We 
are investing $30,000 in painted 
signs this year. This year we 
painted Kentucky, Tennessee, Ala- 
bama, Mississippi, Louisiana, 
Texas, Arkansas, Florida and 
Georgia, securing the locations as 
near the center of large cities as 
possible. ‘Drink Coco-Cola, 5c.’ 
the wording in heavy red _ letters 
over yellow background. We have 
some very large signs that are call- 
ing forth much comment. Our 
painted signs are, as a rule, on side 
walls, and the cost to us four and 
one-half cents per square foot. Our 
twenty-two traveling salesmen in- 
spect and report to us the location 
and condition of our advertising. 

POSTERS. 

“Next came posters. We are 

covering the Atlantic and Southern 


is 





States thoroughly, putting out 
200,000 sheets at a cost for printing 
and posting of five cents per shect 
per month, or for our season of 
five months about $50,000. We 
use four styles to fit the different 
boards—a single-sheet in two col 
ors, a two-sheet in three colors, an 
eight-sheet in our well-known red 
and black, and a sixteen-sheet i 


black and yellow. Our salesmen 
carry the posters with them in 
large trunks, and at the opening 
of the season they contract with 


local billposters to cover each city 

where our goods are on sale. We 

are pleased with poster advertis 

ing. So are the local dispensers. 
IN THE CARS. 

“Four years ago we started in 
the street cars in a few cities 
Now we cover the Southern and 
Western States, and the principal 
Northern and Eastern cities. Wz<« 
use the cars from April to October 
at an expense of $10,000 per year 
Our cards are same size and des'gn 
all over the  country—11x2! 
inches, a beautiful woman drinking 
Coco-Cola lithographed on one 


end, and ‘Drink Coco-Cola, 5c.’ 
strongly displayed on the other 
cnd. We are in 6,000 cars. 


CALENDARS AND HANGERS. 

“We use many hangers and cal- 
endarstobe plac ed over soda fount- 
ains. We have them gotten up in 
the prett’est and most expensive 
form. So much advertising of this 
character is put out that only the 
very best attracts enough atten- 
tion to pay for itself. This year 
we are using 30,000 metal-ribbed 
lithographs of a stylish  wo- 
man drinking Coco-Cola—16x20 
inches, cost $3,000; 40,000 litho- 
graphed strips, 5x12 inches, with 
rich picture of Miss Hilda Clark, 


$2,000; 100,000 calendirs, 16x20 
inches, art same as first hanger de- 
scribed, $42.50 per thousand or 
$4,250. All of this lithographed 


work comes from Berlin through 
Wolf & Co., of Philadelphia. We 
can get richer work at smaller 
prices on the other side. 

GLASS HANGERS. 

“We use. transparent round glass 
hangers in brass chains with the 
wording ‘Coco-Cola, 5c.’ so_ it 
shows no matter wh'ch way turned 
—30,000, 8 inches across, cost four 
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cents each, or $1,200, and 40,000 
5 inches across, with very best 
brass chain, cost fifteen cents each, 
or $6,000. 

NOVELTIES. 

“We have grezt faith in adver- 
tising novelties. Among those for 
this season are: 2,000 handsomely 
decorated celluloid calendar desk 
clocks, cost $1.25 each. Our trav- 
eling salesmen presented them to 
editors of newspapers, and al- 
though we do not patronize the 
papers we have a scrap book filled 
w:.th nice readers obtained in this 
way. This space would have cost 
us much more than the $2,500 paid 
for the clocks. 70,000 celluloid 
stamp books, covers made in 
imitation of a letter addressed to 
the Coco-Cola Co.—$15 per thou- 
sand or $1,050. These were judi- 
ciously hande1 out by our sales- 
men all over the country and sent 
by mail to customers. Books of 
such convenience are carried in the 
pocket for a year and act as daily 
reminders of Coco-Cola. We also 
had 1,000 2-blade pocket knives, 
with transparent celluloid handles, 
our ad worked in the handle—75c. 
each. Our traveling salesmen pre- 
sented these knives to the young 
men who serve drinks at the largest 
fountains. Being a knife of real 
merit, a kind Coco-Cola feeling 
was created in these young fel- 
lows, who can make or kIl any 
soft drink. We have also used 
500 8-day wall clocks in natural 
oak, costing $4.50 each, with 
‘Drink Coco-Cola, 5c.’ displayed 
around the face, placed where we 
thought most profitable in prom- 
inent drug stores, depots, hotel, 
schools, etc. We have utilized 
2,000,000 Japanese paper napkins 
in pretty flowery effects, printed 


with ‘Drink Coco-Cola, 5c.’—sup- 
plied to soda fountains, lunch 
counters, restaurants, picnics, ete. ; 


they cost 25 cents per thousand. 
We have also put out 10,000 dozen 
ground’ seven-ounce Coco-Colq 
glasses, with a graduated line for 
one ounce of syrup—the proper 
quantity for a glass.:As_ dis- 
pensers often use too much syrup 
the druggist saves money by using 
these‘glasses. We sell them for 
just what they cost us, much 
cheaper than plain glasses could 


be had for in small quantities. We 
furnish an elegant triple-plate sil- 
ver holder to match these glasses- 
the word ‘Coco-Cola’ on front in 
silver letters, at fifty conts per 
holder. Also a very handsome 
Coco-Cola syrup urn, 21 inches 
hgh, capacity one and one-eighth 
gallons, for the counter. These 
are made of fine porcelain in white 
and gold. We loan them to our 
customers who buy thirty-five gal- 
lons or more.” 
A FAN EXPERIENCE, 

“What do you consider the 
greatest piece of advertising you 
ever did in the advertising line?” 
I asked. 

“T'll tell you. For several years 
w-'ve been using Japanese fans in 
large quantities. We paid Vantine 
and others about $7 per thousand 
for fans after 


such year year. 
There seemed to be no way to get 
the price lower. We knew we 


were paying too much, so last year 
we sent an agent to Japan with in- 
structions to purchase an entire 
shipload, have them printed and 
shipped. He got together 5,000,- 
ooo fans, the largest purchase ever 
made by any one firm in the 
world for its own use. It has al- 
ways been found impossible in this 
country to get 500 Japanese fans 
back into a cag? as_ originally 
packed by the Japs, therefore we 
sent our plates along and had the 
print ng done before the fans were 
put in cases. After we had been 
through the whole process—buy- 
ing, printing, insurance, bringing 
to America in our chartered ship, 
duty, freight to Atlanta, etc., the 
cost to us was exactly $4.50 per 
thousand, or $22,500 for the ship- 
load, or a saving of $12.500 over 
the way we had previously bought 
the same goods. The 50,000 cases, 
each containing 500 fans, were dis- 
tributed to our var ous branches, 
and during the hot spells we've 
been handing them out all over the 
United States and Cuba, until no 
matter where you go the Coco-Cola 
fan is always in evidence.” 
MEDIA USED AND NOT USED, 
‘Do 


you use booklets?” was 
asked. 
“Wa.” 
“Do you print testimonials?” 
“No.” 








“Do you use trade papers?” 

“Yes. In the Pharmaceutical 
Era and eleven others that reach 
druggists we use two inches across 
page during the summer months 
telling of the advantages of putting 
Coco-Cola in stock.” 

“Does this advertising pay you?” 

“We haven't been able to trace 
returns to it.” 

“Why do you continue it?” 

“It seems to be an iron-clad rule 
among men who make something 
to use the trade paper to induce the 
retailer to put it in stock. There 
is a general impress.on that drug- 
gists, more than men of the other 
trades, read their trade papers 
thoroughly, but our ads in these 


papers do not bring direct re- 
sponses.” 
IN CUBA AND MEXICO, 


“What are you doing in Cuba 


and Mexico? 


“We have resident agents in 
those countries who keep our 
goods widely advertised. Coco- 


Cola can be had at one hundred 
dispensaries in Havana and we are 
in Matanzas, Santiago and the 
other principal cities of Cuba. We 
find that the Cubans are taking to 
the drink very fast.” 
THROUGH THE FACTORY. 

Right here I was carried on a 

tour of inspection through the fac- 


tory. We came to a large room 
full of girls mailing advertising. 
I saw large warerooms packed 


high with advertising matter, bags 
of coco leaves, cola nuts and spe- 
cially prepared sugar, and great 


mills grinding “the leaves and 
crushing the nuts and big vats 
filled with boiling syrups with 


mangles stirring constantly, and 
far down in a big basement was a 
large force of men filling, labeling, 
weighing and shipping large red 
barrels of Coco-Cola. 
SUBSTITUTION. 

“Does the substitution evil worry 
you?” 

“Yes. We had the field to our- 
selves when we entered it twelve 
years ago, but to-day there are all 
sorts of imitations, stuffs called 
just as good as Coco-Cola. Many 
dispensers palm off these cheap 
goods on the public. We've stopped 
several concerns with lettering 
made to imitate Coco-Cola. ‘Cycle- 
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Cola,’ Celery-Cola’, ‘Coco-Cor ne, 
‘Wine-Coco,’ ‘Coco-Nutine,’ ‘Colo 

Co.’, and many others are offered 
to-day as ‘just as good.’ Only on 

person in the worid knows every 

thing that goes into our syrup, and 
he is our president, Mr. Asa G., 
Candler. From his private office thx 
vats that contain the essentials ar 
controlled. He alone has access to 
them. Evcry now and then som 

man turns up trying to sell the cor 
rect formula for Coco-Cola. A 
few druggists are cheated out of a 
high price for a worthless formula 
While we know much substitution 
is going on we manage to do a 
larger business every day in th 

season.” 

SOME ADVERTISING DETAILS. 

“Where are your _ principal 
houses located ?” 

“Our main factory is here in 
Atlanta, occupying this entire build 
ing, and then we have extensive 
branches at 81 High street, Bos 
ton; 2131 Wabash avenue, Chi- 
cago; 308 North Fourth street, 
Philadelphia; 130 North Akard 
street, Dallas, and corner S‘xth 
and San Pedro streets, Los An 
geles. All accounts are kept here 
in Atlanta. All advertising is con 
tracted for and paid for her 
Every Saturday at the close of 
business the branch houses report 
to this office the amount of adver 
tising on hand, what has been done 
during the week in the way of ad 


vert'sing, what is needed, etc. 
Each of our traveling salesmen 
has been schooled in the art 
of advertising, and they al 
ways have their eyes open for 


good ads for Coco-Cola. These 
salesmen are numbered from 
1 up, and by the use of filing cab 
inets we can tell in a moment 
where every man is, what he has 
done in the advertising line, what 
he is preparing to do, etc. Several 
of them get and study Printers’ 
INK. Two copies are kept on file 
in this office, and I'll tell you a 
text book was never studied 
harder than is the Little School 
master from week to week.” 

All of the earnings of the Coco 
Cola Co. are invested in Atlanta 
real estate, just as fast as they 
come in. The company has a 
manager of its realty and a force 
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No matter 
what becomes of the soft drink 
business the company is already 
pretty well fixed for the balance 
of its days. The way the Coco- 
Cola sales are runn ng this year 
they will amount to about $750,- 
000. The items spent for adver- 
tising for this year as listed in this 
article foot up $147,900, or about 
20 per cent of the total business 
done. Sam E. WHITMIRE. 
~~ 


STEPHEN BRITTON. 


of rent coilectors 


As the general manager of the 


Abbey Effervescent Salt Com- 
pany, Incorporated, Mr. Britton 
has made a dstinguished name 


for himself in the course of but a 
comparatively short time. 

Mr. Britton is still a young man. 
He is but thirty-six years of age, 
and claims New York as his birth- 
place. It was in 1887 that he en- 
tered the employ of the Scott 
Electric Hair Brush Company as 
assistant bookkeeper. When he 
left that concern a little over a 
year ago he was its manager, and 
he had earned his advancement by 
good, hard work, and a remark- 


able aptitude for advancing the 
affairs of the company. 
When the Abbey Effervescent 


Salt Company was incorporated in 
May, 1899, Mr. Britton was _ se- 
lected as the business head, be- 
cause of his ripened exper ence and 
thorough training, particularly in 
the line of proprietary articles. 

Mr. Britton is recognized as a 
progressive and aggressive adver- 
tiser, quick to seize any special 
opportunity which presents itself 
for ‘calling the attention of the 
public to his wares. 

Probably his greatest feat was 
early in the history of the intro- 


duction of Abbey's Salt to the 
American — trade. Within two 
weeks he had secured a full as- 


sortment of first-class posters, and 
had the same thoroughly distrib- 
uted all over the country—an exe 
ploit never before equaled. There 
were 12,000 posters, in five colors; 
it took eight days to print them, 
and another week found them 
placarded in every available space 
all over the country.—American 
Druggist. 


PRIVATE MAILING CARDS. 


Users of mailing cards must conform 


to these rules: 

1. Cards must not exceed in size 3 
by 5% inches. 

2. The quality of the cards must be 
substantially that of the government 


postal cards and weigh about six pounds 
three ounces to the thousand. 

3. The cards may be of any color. 

4. The cards must bear these words 
at the top of the address side: ‘Private 
Mailing Card—Authorized by Act of 
Congress of May 19, 1898.” (‘Postal 
Card-—Carte Postale.’’) 

When prepared by printers or station 
ers for sale, they sl-all bear in the 
upper right-hand corner of the address 
side an oblong diagram with the words, 


] 
aiso 





“Place the postage stamp here;"’ and in 
the lower left-hand corner the follow 
ing words shall be printed: “This side 
is for the address.” 

5. The postage rates for the United 
States, Canada and Mexico, one cent; 
other countries, two cents. 

6. The front of the card is reserved 


for postage stamps, postmarks and the 
address, which may be in_ writing, 


printing, by means of a stamp, or by 


an adhesive lakel of not more than 
three-fourths of an inch by two inches 
in size. The sender may in the same 
manner indicate his name and address 
on the face or back of the card; and 
engravings or advertisements may be 


printed on the front if they do not in- 
terfere with a perfectly distinct address. 


7. ve message on cards may be 
either in writing or print, and there 
may also appear on the message 


advertisements, illustrations or 
matter printed either in black or colors 
Our Silent Partner. 
+o 
KEEPING IN VIEW. 
Wanamaker, who has made a 
vast fortune through advertising, says: 
Any business firm that can succeed in 
getting into the public view may read 
ily eclipse another firm of even greater 
proportions, that does not take pains 
to keep to the front in public attention. 
Paterson (N.J.) Press. 


_-- 


John 





DAINTY 


JUNKET 


TABLETS. 


Attractive, reliable goods 
that neither break, shrink nor 
spoil. 

Goods that butid up trade. 

N. E. Office, 
GEO. D. MOULTON, 
Grocers’ Exchange, Boston. 





DELICIOUS 
$310V91130 








Cur. BANSEN’s LABORATORY, Little Falla, N. Y. 











PRODUCED WITH SIMPLE TOOLS. 
From the New England Gri 


cer 





8 
THE BABBITT STULTIFICA- 
TION. 
Mr. E. T. Keyser writes: The 


advertisement I send you herewith 
from the September issue of Pear- 
son's Magazine is presumably the 
first of the series of advertising of 
a soap firm, whose contract has 
been eagerly sought by the princi- 
pal agencies of this country. In 
view of the promise of the adver- 
tiser, that the agency submitting 
the most effective scheme and the 
best copy would secure the busi- 
ness, the first appearance of the 
advertising has been eagerly 
awaited by all interested in the 
subject, and a high degree of su- 
periority in subject matter and dis- 
play was expected. The result, 
however, has only been to fill with 
unholy mirth those at all ac- 
quainted with the manner in which 
the Babbitt business was built up 
for fifty years. The premiums is- 
sued by this concern have deco- 
rated not only the persons of the 
consumers of their soap, but also 
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the walls of their abodes, as well 
as the domiciles of postal em 
ployees who presumably found th 








chromos, etc., loose in the mail 
What inference are the old cus 
ial 

3 

3 When you want soap— 


that’s soap, buy 


B. T. Babbitt’s 
Best Soap 


When you want cheap jewelry 
and stuff that won’t last, buy soap 
with a premium, and be dissatisfied 
with both. 

Babbitt’s Best Soap sells without 
schemes. It has led all laundry 
soaps for nearly half a century. 


B. T. Babbitt, New York 


‘Babbitt's certainly pays” 


ee nt. Le Se 
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THE PRESENT AD, GREATLY REDUCED. 





PREMIUMS FREE 


FOR THE TRADE MARKS FROM 


BT, BADBITTS BENT SOP 





[770 SOMP POWDER, and BEST BOKING POWDER. 


FOR 25 TRADE MARKS. 
Prom Either Best Soap or 1776 Soap Powder. 
Any one of the following: 


Pepper or Salt Shaker. Silver plat- 


ed; serviceable. 
Three Teaspoons. 


One Tablespoon. 


Fork. 
One Knife. These are all acai 


Buttons. Lady's 
Pi - 8 styles; gold tog 
mod Gold plated and enam- 
e 


Lady’s Hat Pin. Gold plated and 
enamelle 

Collar and Cuff Buttons. Gentle- 
man’s set of four pleces. 


mot OR ¢50 TRADE MARKS. 
on batman, oe 
pony plave 


Butter Knife and. Sear Shell. 





Sil- 








Th Measare the Finger for a Ring 


86 directions: 
hat fits around the finger exactly, 


vill Show the size ne eded 


he ae ye will assist in 
rly guaging the finger by adhering) 
4 to the Take a strip of es Lady's 


plac e it against the diagram with one aa 
;. the nearest Agure| to the other end 


OR 125 TRADE MARKS. 
From Either Best Soap or 1776 Reap Powdes 
Any one of the Following. 
elet. 
ep Gent's Fine Scarf Pia, 


nf OR 150 TRADE : MARKS. | 











LI 


Li 
78 


Pere oe age bag sate 
| ce ——e Sterling sil- 





|| | 
A 23465 





o.,ver tri ma. 
lid qe 


—————— | Child's Ring. 
Bronze C’ 

FOR 175 TRADE | MARKS. 
From Either Best Soap or 1776 Boap Powder. 
Gent's Pocket semmaes 
Pair Mi *s Shears. 
Nail Polisher. Sterling silver. 
Lady's Bracelet. 


Lady's Stick Pis. 


FOR 200 TRADE MARKS. 
From Ei Soap or 1776 Soap 

Gent's Vest Chai Fourteen noes 

gold plate. 

Gent’s Watch C* 

< me. 














PART OF THE PREMIUM SHEET NOW IN CIRCULATION, 








PRIN 


tomers, who exchanged their soap, 
soap powder and baking powder 
wrappers for premiums, to draw 
from the statement contained in 
this advertisement? Is it that the 
Babbitts have been making an in- 
ferior soap that would not last, 
and which was sold mainly on the 
merits of the premiums, but have 


now seen the error of their ways, 
and are at last putting a really 
good article on the market? Is it 
good advert’sing to make such 


statements when probably millions 
of circulars like the one here 
partly sent you, have been distrib- 
uted throughout the country, and 
when thousands are still perhaps 
collecting the wrappers? 

——- 


LOGIC BE D——. 


The advertisement which sells 
the most is the one which bears 
on its face the strongest indica- 
tions of truthfulness and business 
integrity. Good advertising does 
not consist in extravagant claims, 
nor even in irrefutable logic. The 
average man or woman, the simple 
minded citizen, is suspicious of 
logic. He has seen black proven 
white too often. He _ shies off 
from an argument that is too ap- 
parently an argument. He’s afraid 
of sophistry. He is ruled more 
by sentiment than by cold, hard 
logic. He makes up his mind first 
and gets his reasons afterwards. 
He is born a _ Republican or a 


Methodist; the reasons for the 
faith that’s in him are usually 
afterthoughts. 


The moral is, first make an im- 
pression upon the public mind, 
and the public will supply the rea- 
sons as plentiful as blackberries. 
A torch-light procession with 
seventeen bands in line wins more 
votes than 117 logical, statistical 
speeches. Make an_ impression. 
Write on the face of your adver- 
tisements that candor and frank- 
ness which shines on the face of 
an honest man, who does not have 
to prove his honesty. Put facts in 
your ads in such a way that they 

“ring true.’ Make an impression, 
if it be only by keeping your name 
before the public everywhere and 
all the time, and logic may go 
hang.—Agricultural Advertising. 
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ENGLISH DISTRIBUTION. 

J. A. Sharwood & Co., Ltd., of St. 
George’s House, Eas stcheap, London, 
ea proprietors of Vhite Label” 
Worcestershire Sauce, have adopted a 
method of bringing their sauce directly 
under the notice of the public by means 
of coupons, which are put into en- 
velopes and carefully addressed and 
delivered to each resident in the neigh- 
borhood. The coupon entitles the hold- 
er to receive a full size half pint bottle 
of “Old” sauce, value 7'%4d., free of all 
charge, at almost any first-class grocer 
in the district, the names of such gro- 
cers being mentioned on the coupon. 
To give some idea of the extent of this 
advertisement, about 10,000 coupons 
have been distributed in Liverpool and 
district, which represents a total value 
of over £300, but this is only a small 
part of one big scheme by which the 
proprietors of this sauce propose to pop- 


ularize their article. The firm estimate 
that during the present year over a 
quarter of a million bottles (about 
£7,500 worth) will be so distributed, 


and the distribution will still go on un- 
til, more or less, every part of the coun 
try has been visited. Not only so, but 
the scheme is to be carried on in differ- 
ent quarters at the same time. [For in 
stance, almost simultaneously with the 
Liverpool distribution a distribution is 
taking place at Manchester, to be quick- 
ly followed by others in various big cen- 
ters. As an adjunct to the free distri 
bution, grocers are making a display 
of this sauce in their windows, the 
hoardings are occupied by J. A. Shar- 
wood & Co.’s, Ltd., novel poster, “Good 
Old Sauce,” and sandwich men will be 
observed parading the streets having on 


one side of their boards the suggestive 
question, ‘“‘What’s for dinner to-day? 
and on the other side the conclusive 
answer, “Whatever it is, ‘White Label’ 
Worcestershire Sauce will improve it. 
—London Edition Printers’ INK. 


_——_+or—_—_ 
BUTTERICK’S CATALOUUE. 

We quote the following conspicuous 
assertion from a circular issued by Mr. 
Thayer: 

The Delineator is the medium through 


which the Butterick styles are placed 
before the women of the country. 
Yes, the Delineator is a mammoth 


Butterick 
which is well 
but we don't see why 
advertisers in other lines 


monthly catalogue of 
Company’s patterns, 

enough in its way, 
mail-order 

shouldn't be 
logues through the 
rates.—Our 


allowed to send their cata 
mails at second class 
Silent Partner 





THIS IS THE LATEST “RABY” IN THE 
‘“‘UNEEDA’’ FAMILY. IT 1S USED BY THE 
ATLANTA (GA ) PICKLE COMPANY, It 


Is TO 
BE HOPED THAT THE PICKLES LEAVE A BET- 
TER TASTE IN THE MOUTH THAN THEIR 


TRADE-MARK., 
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THE “RIGHT. OF PRIVACY.” 


The following wlinutah from the 
Bradford (Pa.) Record of August 
8th discusses in an intelligent man- 
ner a subject which threatens, in 
view of certain cases that have re- 
cently come to light, to become of 
increasing interest to advertisers in 
the near future: 

The right of privacy so vigor- 
ously asserted by Mr. Justice Davy 
of the supreme court in decid ng 
last week that an 18-year-old girl 
can maintain an action for dam- 
ages against a flour company for 
publish:ng her photograph for ad- 
vertising purposes is what may be 
termed a “grow.ng right” and well 
illustrates the way an idea evolves 
into law. This decision is the 
third one of importance in less than 
a year. Late in 1899 the Michigan 
supreme court refused to grant an 
injunction to Mrs. John Atch son, 
widow of a well-known lawyer 
and politician, to restrain a tobacco 
company from using her husband's 
name and photograph to advertise 
a brand of cigars designated by 
them “The John Atkinson Cigar.’ 
The court admitted the imperti- 
nence of the act, but asserted the 
right to publish the truth for any 
lawful purpose, and in a decent 
manner, either orally or in writ:ng, 
and pointed out that the injury 
complained of was mere mental 
distress, for which it is the general 
policy of the law not to grant re- 
dress. The court suggested that it 
was a case of oversensitiveness. 
The second case was a dec sision by 
Judge Dunne in Chicago a_ few 
months ago. He granted a mar- 
ried woman an injunction restrain- 
ing a firm of distillers from using 
her photograph as an advert se- 
ment for a summer drink. The 
woman had objected to her photo- 
graph being carried into saloons 
and other resorts where bottled 
goods were sold. In granting the 
injunction, the judge said: ‘Any 
woman certainly has the right to 
prevent the use of her photograph 
on any kind of bottled goods.’ 
And now comes the decision of 
Judge Davy, who based the right 
of the girl as against the flour 
company on the twofold ground 


that the act was a substantial in- 
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jury to her feelings, and also that 
if her portra:t was of great value 
for advertising purposes it was a 
property right beloneing to her, 
and not to any one who might 
choose to use it. Properly to be 
coupled with these three cases is a 
fourth case, a decision of the New 
York Court of Appeals in 1895. 
The court refused to stop the Wo- 
men’s Memorial Fund Association 
from erect:ng at the World’s Fair 
in Chicago a statue of Mrs. Mary 
M. Hamilton Schuyler for the rea- 
sons, among others, that the plan 
was an appropriate attempt to hon 
or the memory of Mrs. Schuyler, 
and that the presence of fanciful 
and morbid feelings of distress on 
the part of rclatives did not war 
rant an injunction. Comparing 
these four cases from the point of 


view of the plaintiffs, it may le 
noted that in the two cases where 
the right of privacy was recog 
n-zed, the plaintiffs were womer 


1 
complaining of direct, substantial 
injury done to themselves person- 


ally. In the other two cases ~ 
plaintiffs were relatives compla 
ing of injury sustained in conse- 


quence of the publication of Ik 


ness of relatives—manifestly a 
more remote and indirect injury. 
\t all events it would seem that 
the “right of privacy” is receiving 


encouraging judicial recognitior 
+o 
A RARE INSTANCE. 
The Philadelphia newspapers recently 
published a remarkable advertisement. 


It announced that Purvis & Co., of 
Williamsport, Pa., would pay in full all 
claims against the house of Purvis & 
Co., which failed in Baltimore in 1868 
The head of the present house of Purvis 
was a boy when father and grandfather 
failed in 1868. He started with noth 
ing in the way of money, but he had 
good character, fine natural ability and 
determination to succeed. This he has 
done beyond expectations, and mn h 
proposes to pay every debt left by his 
father and grandfather regardless of 
statutes of limitations, bankruptcy laws 
and the fact that not the slightest legal 
obligation in the matter rests upon him 

itlanta (Ga.) Journal. 

ve 
SOLICITING. 

The quality that wins many victories 

in advertisement soliciting is systematic 


persistency, by which is not me 
importunity that offends, but 
natured keeping-everlastingly-at-it 





Too many solicitors write down 
vertiser as a ‘poor prospect,”’ wher 
has been scarcely prospected.— News- 


faperdom. 
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CO-OPERATIVE RETAIL AD- 
VERTISING. 
By Emerson P. Harris. 


If a well-known merchant adver- 
tises bargains for a certain day he 
is likely to bring to town some 
people who would not otherwise 
come. But if two such merchants 
advertise bargains the same day 
they will bring not twice as many 
people merely, but perhaps four or 
ten times as many. If four or a 
dozen or two merchants unite, re- 
sults will be in proportion. United 
effort among the merchants of a 
small city will work wonders for 
the trade of the town, and do more 
to combat the influence of the de- 
partment store of the large city 
than anything else. 

Some years agolownedthe Grape 
Belt, of Dunkirk, New York, a 
semi-weekly paper with a circula- 
tion cover-ng the country around. 
[alsohadmuch to do with the Mer- 
chants’ Association and _ Street 
Fair Association, of which I was 
president. Dunkirk had about ten 
thousand population, with  per- 
haps five thousand more who nat- 
urally gravitated to the city to 
trade, and probably fifteen to twen- 
ty-five thousand more people who 
could be influenced by extra effort 
to come to the town. The street 
fair, held each year, filled the town 
full of people and was generally 
regarded by the merchants as a 
good investment, but it cost about 
$2,000 a year, which for the twen- 
ty or so merchants who were large 
enough to profit by it, amounted to 
about $100 each. This was a great 
expense, so that even if the day 
was fine, the trade came pretty 
high. The fair was regarded by 
the merchants as a sort of an act 
f hospitality towards the farmers, 
and perhaps from this standpoint 
was, on the whole, a good thing. 
But when it is remembered that 
much of the trade drawn could 
have been attracted by less expen- 
sive methods of advert'sing, and 
some of it at no expense, the thing 
could hardly be regarded as a good 
immediate trade bringer. Beyond 
the cash outlay, there was much 
hard work. 

The street market is another 
thing which dates back to that pe- 
riod of mercantile activity. The 


plan of a street market is to al- 
lot spaces at the curb for a few 
cents a day to farmers to back 
up their wagons and sell fresh 
produce of all kinds direct to con- 
sumers. The institution, now a 
fixture, is under the control of the 
city. It has slight drawbacks in 
the way of taking some trade from 
the meat markets and green gro- 
cers, but, on the whole, is a splen- 
did thing, and, no doubt, helps 
the town in various ways, besides 
increasing the cash trade of the 
merchants at practically no ex- 
pense. Another thing, a_ small 
matter, but in the right direction, 
was the erection of a set of horse 
sheds, the use of which is given 
free to farmers. The merciful man 
is merciful to his beast, and is in 
better humor to trade if his team 
is under cover. 

As a local publisher and student 
of advertising and merchandising 
one of the most gratifying .experi- 
ences I ever had was in the re- 
sults of several town special days 
organized by me. One of these 
special sale days, called a “Red 
Letter Day,” some thirty mer- 
chants joining, was especially suc- 
cessful. All the merchants took 
space in my paper. and practically 
nowhere else, filled the city with 
people and kept every store busy 
wth extra help all day. It was 
estimated that two-thirds as many 
goods were sold as on street fair 
day, at a cost to the merchants of 
one-tenth as much. I printed my 
paper partly in red, boomed the 
sale in the columns, put the ads all 
together with big running heads 
across the top of papers and gave 
all the merchants price cards print- 
ed in red. These cards, with print 
ing properly displayed, read: “Red 
Letter Day Price $...... as adver- 
tised in the Grape Belt.” Other 
special sale days were successful, 
but we learned that these special 
sales should not occur too often. 

Another movement which work- 
ed very well for a time was a 
weekly Friday Bargain Day. This 
was carried on for a year or two, 
but the trouble was that some of 
the merchants got slack about put- 
ting forth real inducements and 
others did not feel like bearing all 
the burdens of attracting the peo- 
ple when they got only part of 
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the trade. There is no doubt that 
a weekly bargain day can be made 
to pay handsomely in any small 
city where all the merchants will 
pull together. People like to go 
to town when their neighbors do 
and on a day when they are sure 
to find the proprietors of the stores 
at home. The whole principle of 
bargains may be an open question, 
but there is no doubt but that it 
pays best to do in co-operation 
with other merchants whatever it 
pays to do at all. Of course, a city 
has a great advantage in having a 
paper I:ke the Grape Belt to reach 
the surrounding territory. My pa- 
per reached 4,000 families outs:de 
the city but within shopping dis- 
tance. The ads for these bargain 
days and special sale days were all 
bunched together with running 
headings across the top, and were 
more satisfactory in th’s way than 
when run next reading matter. Of 
course, this would not be so unless 


the ads were constantly changed, 
and had good matter in’ them. 
This is where the work of the 


newspaper man comes in. 

Another plan for enlarging the 
size of the map of the trading ter- 
ritory tributary to a city is to ‘make 
a flat rate of railroad fare regard 
less of distance. A pool of mer 
chants advert’sed that on a certain 
day any one living with:n forty 
miles of the city could come to 
the city and back for the same 
fare as though they lived within 
ten miles, namely, fifty cents, pro- 
vided goods were bought of all of 
these merchants to a certain 
amount. The customer got a card 
from the first merchant she bought 
of, with the amount of her pur 
chase indorsed on the back. This 
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The George P. Rowell Advertising Agency 


Leading 
Papers and Monthly Magazines; 


RECEIVE AND FORWARD ADVERTISEMENTS 


at the same rate demanded by the publishers, and is 
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card was afterwards handed | 

each merchant of whom a purchas: 
was made to have the amount of 
each purchase indorsed. When thy 
holder was through trading sh 
went to a designated place, pr 

sented her card showing the total 


amount of her purchase, also 
showing the return part of her 
railroad ticket. If her purchas 


amounted to $10 she was refunde:l 
enough to bring her round trip 
fare down to fifty cents. T 

amount so paid was reimbursed 
by the mercl.ants having the trade, 
each according to the amount of 
his sales. The advantage the plan 
has over making very low prices 
on goods is that the greatest in 
ducements are given to those who 
make the most effort to come to 
town, and profits are not given 
away to those who would come 
to the c'ty anyway to trade. More 
over, the merchants participating 
in the plan get practically all the 
trade thus attracted. 

The fact of the business is that 
through the hearty co-operation of 
the merchants and newspaper men 
of a town in intelligent, united ef 
fort most anything can be done 
that is undertaken. ‘A long pull 
and a strong pull and a pull to- 
gether” will increase the bus‘ness 
of a town far beyond the expecta 
tions of the conservative. 


—_ 
RAILROAD TRADE M ARKS 
One common fad, or apparent fad, of 
nearly all the railroads is a sort of 
trade-mark, which is persistently 
duced into the advertisements; it 1 
question whether it is not almost 
ways at the expense of the commercial 
value of the advertisement. The point 
is, would not each one of these adver 
tisements be much more effective with 


out the trade-mark?—Adz 
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JOLIET JEWELER. 
HOW ONE MERCHANT MADE A SUC- 

CESS THROUGH THE USE OF 

PRINTERS’ INK, 

Mr. Geo. E. Feagans is the 
leading merchant jeweler of Jol- 
iet, Ill., and attributes his success 
largely to the judicious use of 
printers’ ink. His store is a gem 
of artistic arrangement, courteous- 
ness and in all ways inviting. It 
is interest ng to know as an index 
to his success that he deposited 
$10,847 as the result of cash sales 
alone for the six days of Christ- 
mas week. Mr. Feagans writes 
most of his own copy for his ad- 
vertising, although during the ex- 
tra busy times preceding Christ- 
mas he employed Mr. Frank J. 
Whitelaw, a capable specialist of 
Chicago, to help him, and also has 
one or two bright assistants in 


THE WATCH'S 
ALMA MATER 


We never lose inter- 
est in the watch that 
goes out of this store. 

Its daily deportment 
is of as much concern 
to us after the sale as it 
is before, We have stood 
sponsor for it, and our 
sponsorship doesn't end 
when it passes into your 
pocket. 

You buy a guarantee 
along with the watch— 
and the Feagans guaran 
tee is good. 


—_———— 


GEO. E. FEAGANS, 
JEWELER. 


Ever buy a ‘Parker Perfection?’ 
Fountain Pen? They are delightful. 





his employ to aid. Asked to an- 
swer nd questions in regard to 
his page for the benefit of 
the Little Schoolmaster’s readers, 
he answered that he would be a 


most ungrateful pupil not to do so, 
since he owed many pleasant 
hours of instruction and much in- 
spiration to Printers’ INK. 
“What lines of advertising “do 
Are yous We want to have 
frequent the impression get 
visitor? abroad, that visitors 
are welcome to this store. 

We like the good, old-fash- 
ioned notification that “our 
latch s'ring hangs outside.” kt 
has a comfortable sound, 

We believe our store has a 
good reputation for making 
people feel at home who come 
in to look around, but we want 
to be sure that it has, 

Therefore, we address this to 
you, to whose eye it may come. 
You are welcome to Feagans. 





GEO. E, FEAGANS 


JEWELER. 


you consider objectionable and 
wasteful as applied to the jewelry 
business ?” was the first question. 

“No legitimate advertising is ob- 
jectionable, yet much of it may be 
wasteful, which can only be de- 
termined by local conditions,” he 
replied. “Indeed,the much-abused 
handbill or dodger contributed 
much to my early success. Many 
a night after business hours have 
I written ‘copy’ for the handbill 
and perhaps the next night after 
business scattered them in person. 
This was the first year, before I 
felt strong enough financially or 
knew the value of newspaper 
space. To-day I would place the 
handbill in the wasteful list for 
jewelers. Generally speaking, I 
consider ‘hotel register,’ ‘pro- 
gramme’ and all scheme advertis- 
ing as wasteful. Joilet merchants 
have been held up so persistently 
by this class of advertising—many 
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times by fakir out-of-town solic- 
itors—that in justice to ourselves 
we finally got together and signed 
an. agreement not to patronize 
programme or scheme advertising 
of any nature; every merchant of 
note gladly signed it and relig- 
iously keeps it.” 

“Do you use circulars, letters 
or invitations to annual open- 
ings?”’ was asked. 

“For special occasions a_ well- 
worded circular or letter is a val- 
uable adjunct to the newspaper 
announcement and an _ invitation 
should always be mailed for the 
annual opening. To guard against 
exclusiveness we always use our 
regular newspaper space for a 
general cordial invitation. The 





that in my opinion the day is not 
far distant when every town of 
any 3ize or importance will hav 
its ‘adwriter’ whom the successful 
merchant will consult and em 
ploy as we now do doctor an 
lawyer. Newspapers lack ente1 

prise in this direction. I belie 

any newspaper with 5,000 or mor 

daily circulation can afford to en 

ploy a good adwr:ter for its pat 
rons and would profit by doing s« 

The usual efforts at writing ads | 

newspaper men are painful. W1 

so, I do not know; it should 

a part of their business. As to 
the syndicate system, I say neve1 
Just as well try to treat a critical 
illness or argue an important ca 

at law a thousand miles away.” 





Open Evenings. 





Girls, Too. 


Girls’ Watch $4.00. Pretty little open face nicke! Chate- 
la ne Watches, American stem wind movement, and fully 


warranted. 


Or this— same in solid silver case at $5.00. 


Girls, too. 


The boys are not the only ones who enjoy being asked, 
What time is it?’’ at Christmas. 


GEO. E. FEAGANS, 


JEWELER. 


Watches for as little as a $1.50, and from that to those 
diamond studded and enamel inlaid, at $200 





‘souvenir’ is all right to draw a 
crowd, but it attracts an undesir- 
able element, and our better trade 
prefer to come without the obli- 
gation they feel goes with the 


souvenir. One strong argument 
goes on every opening announce- 
ment we make; it reads: ‘It is 


our desire that no goods be sold 
during opening hours.’ ”’ 

Is it practical to hire adwriters 
locally or through the syndicate 
system?” was one .query. 

“It is profitable to employ an 
adwriter locally; especially is this 
so if the merchant lacks ability 
in this direction or does not have 
the time to give to this work the 
attention it deserves. I might add 


“Which is the most effect 
medium, Mr. Feagans?” 

“There is but one answer and 
that is the newspaper. As much 
as anything else that is what 
newspaper is for.” 

“What is your plan in advert 
ing, Mr. Feagans?” was next 
questioned. 

“Our way is this: we use a 
small space, one-quarter column 
single generally, at top of column 
next to local matter: second, in 
every day and changed every day: 
third, one subject at a time or at 
least only a footnote for the sec 
ond subject; fourth, no waste of 
words, yet words enough to make 
our meaning clear; fifth, to tell 
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the truth in advertising and in 
tore, the simplest proposition a 
business man has to contend with, 


yet the hardest one for most men 
to follow; sixth, to advertise 
irices, especially of the staple 


i 

things with which the public may 

be familiar. A seventy-five-cents 
larm clock, well advertised, if it 
a good alarm clock, will many 

times sell a $75 engagement ring, 


although engagement rings may 
never be mentioned. Jewelers, 
like many other mortals, must 
‘push’ or ‘be pushed’; too many 


f them stand on so-called profes- 
sional ethics; seventh, to do some- 
for nothing and to tell the 
for instance, ‘bring 
jewelry in and let us clean 

or ‘step in and have your 
watch regulated, no charge for 
that,’ or ‘let our optician carefully 
test your eyes, nothing to pay and 
no obligation to buy’ are familiar 


thing 
publie 
your 

it free, 


So; 


phrases of our ads; eighth and 
lastly, pay the printer promptly 
and in cash; you may then de- 
mand and get the best there is 
in the shop.” 

“How about the show window 


as a help to advertising ?’’ was the 
concluding query. 

‘A most important question. I 
am not sure but what under cer- 
tain conditions I might reverse 
the question and ask, ‘How about 
advertising as a help to the show 
window?’ Surely, next to good 
advertising and good store service 
comes the show window. We 
have recently built a unique show 
window which I shall be pleased 
to describe fully and submit photo 
future time should you feel 
uuld interest your readers.” 

I.E. B 


some 
t we 


ADVERTISE RS 


Get full measure 


ADVERTISING A STORY. 


A recent issue of the London News 
tells how Stevenson’s story, “The 
sodysnatcher,”’ was advertised in 1884 
or 1885: The Pall Mall Gazette of 
those days was just loosening itself 
from the bonds of rigid propriety. Ac- 
cordingly it went to work to secure a 
good advertisement. Six plaster skulls 
were mmde. Six pairs of coffin lids, 
painted dead black, with white skulls 
and crossbones in the center for relief. 
were supplied by a carpenter. Six lon 
white surplices were purchased. Six 
sandwichmen were hired. One quiet 
morning they were duly attired. With 
some difficulty tuaey made their way up 


to Piccad#ly, along Regent street, down 


Bond street, everywhere attracting pro- 
found interest. The one subject of con 
versation in the clubs and the West End 


was the appalling chenomencn which 
had suddenly appeared in the metropolis. 
Amongst those who had been startled 
was the late Lord Londesborough, who 
took the usual course of shocked and 
angry Eng elis hmen—he wrote to the 
newspapers. The next wi every news- 
paper in the kingdom had a description, 
vivid, scathing, denunciatory, according 
to the humor of the writer. But the 
objects of this wrath had already been 
paid off. Scotland Yard and the law 
had stepped in. The Pall Mall phan 
toms were certainly the most remark 
able advertisements that ever appeared 
the London stretes ‘e wonder 
what Stevenson thought about it all. 
“The Bodysnatcher” went like wildfire 
> 

CAN’T SURPRISE 
In Printers’ INK 
reduced fac-simile of 
the Santa Fe 


THE WEST. 
there appeared a 
a half-page ad for 
railroad which appeared 


in the New York Sanday Journal of re 
cent date. In commenting upon same 
it was referred to as being a very un- 


usual occurrence for a railroad to ad 
vertise in a daily paper a whole half 
pageat a time. It may be that way in the 
bloomin’ East, brother, but here in the 


West ‘tis different. A half page railroad 
ad wouldn't touch Bans Hell Box. 
ROBERT r DUNLAP. 
The late Robert Dunlap, who made 
an immense fortune in the hat business, 
started with a capital of $2,000, and at- 


tributed wos success to liberal advertis- 
ing Jame wn (N. Y.) Journal. 
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BOOMING A CIRCUS 
One of the largest traveling cir- 
cuses now in this country spends 
more than $200,000 in a season of 
200 days and employs 80 men for 


a much longer time for nothing 
but to announce its coming and 
boom its attractions. There are 


three kinds of advertising—news- 
paper, billboard and “freak.” The 
billboard announcement of _ the 
com ng of the circus is the first. 
To advertise the circus referred 
to, no less than 2,400,000 litho- 
graph “sheets” were posted on 
billboards and dead walls and 
hung in shop windows, through 
a season of 215 days—an average 
of 1,200 a day. The lithograph 
bill of a circus in a year is one of 
the largest items of expense the 
proprietors are put to. It cost the 


proprietors of one circus more 
than $100,000 to ‘‘paper’ the 
“show” for appearance in 164 cit- 


ies and towns. This sum was the 
cost of printing alone, the whole 
cost of transportation, posting and 
distribution was considerably 
more. For that season, according 
to the proprietor himself, there 
were ordered from the pr-nters 
about 1,200,000 sheets of “‘picto- 
rial matter,” 700,000 copies of two 
“illustrated pamphlets” and _ 1,200,- 
000 “folders.” The circus has 
four advertising cars to distribute 


this ‘paper’ and keeps it ‘‘mov- 
ing’ and “fresh.” Three of them 
go over the same route at inter- 


vals of one week to the very day; 
the fourth is an “emergency” car, 
to meet unexpected circumstances. 
The first advance car leaves the 
winter quarters, fully stocked w th 
bills, three or four weeks ahead 
of the show. It has a gorgeous 
exterior, and is always stalled in 
a conspicuous place in the railroad 
yard, if the chief agent knows his 
business. It carries a general ad- 
vance agent to oversee the work, 
a contracting press agent to ar- 
range for advertising space in the 
newspapers, and a “boss” bill- 
poster and his “gang.” All this 
work is inspected by the second 
car, which arrives a week later. 

It is the duty of the men on this 


car to “cover” the “excursion” 
routes—that is to sav, the towns 
within a radius of fifty miles not 


“covered” by the general advance 
agent in the first car. They not 
only put up the paper, but inter 
est the newspapers and arrange 
for and advertise the excursions 
to the show town on the show day 
The third car arrives in the week 
following to freshen the “paper’ 
which the other two have posted 

The emergency car is a vers 
important factor in the advertis 
ing. It is sent any distance at any 
time where it may appear to th 
managers that a wedge should be 
driven in. If, for instance, w nd 
of the intention of an opposition 
circus to appear at any point on 
the route comes to the proprietor 
the emergency car is imm_diat 


ly dispatched to that po‘nt. They 
are sometimes sent over queet 
routes, now attached to a cattl 
train, and again to an express 
“The first work ‘in advance’ of 
a circus, however,” said Fran 
O. Miller, an advance agent now 
in this city, “is done when thx 


route is being laid out, months hi 
fore the start is made from winter 
quarters. Men are sent out to dis 
cover the business conditions in 
the territory through which it is 
planned to take the show. Where 
the crops are poor, or where an 
exceptional circumstances _ hi 
arisen to keep the people poor, the 
show never goes. The first ad- 
vance work is very important, and 
it takes an intelligent, careful man 
to do it. The last advertis'ng is 
done on the morn’ng when 
show enters the town, by three or 
four fresh agents, whose duty it is 
to look after the newspaner men, 
to see to the distribution of the 
final announcements, and provide 
for notices of the afternoon show 
in the evening papers. The men 
in this work must be keen, com- 
panionable fellows; their duty is 
not easy as it would appear, 
and they are busy the whole day 

The “fake” advertising, by 
which is meant a sensational plan 
to attract attention to the circus, 
is done whenever the opportunity 
arises. The agent who can con- 
ceive the schemes is a_ yaluable 
man and draws a good salary 
The “elephants’ hath” is a favorite 









the 


SO 


device. It is well advertised that 
the elephants are to be taken to 
the ©'ver at a certain hour, and 
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as surely as the hour comes the 
townspeople crowd the banks. 
One circus nearly lost a_ huge 
beast at Topeka last year; the an- 
imal got in soft sand and was 
nearly drowned—all of wh‘ch was 
excellent advertising in that it 
gave to local reporters something 
to write about.—New York Even- 
ing Post. 

= +o, 

“DAM” CHEAP. 

Writing from Rugby, a_correspond- 
ent tells of a curious shop sign in India, 
of which he is fortunate enough to 
possess a photograph: 


OLD BOOKS SOLD HERE 
DAM CHEAP. 
The last line has been variously trans- 
lated. Many of the commentators hold 
that the true rendering is ‘Damaged, 


ergo Cheap”; others seem to think that 
“Dam” is Hindustani for “very.” d 
correspondent writes to say that **Dam’ 
is the Hindustani for “price.” Every 
one, he says, who has been to Calcutta, 


> 





Madras, or Bombay will remember the 
phr “Kitna Dam’’—‘*How much the 
rice?’ It seems, then, that the mer- 


chant in India, before crying his goods, 
must first dam them.—London (Eng.) 
( be. 
ee 

THE man who does not advertise be- 
cause he tried it and failed should throw 
away his cigar because the light went 
out.—Publicity. 


17 
AN INSTANCE. 


The following is a letter received by 
the Chicago Form Co., from one of their 
customers. They spend $1,000 monthly 
for advertising in McClure’s, Century, 
Scribner eslie’s, Outlook, Bookkeep- 
er, House Beautiful, Collier's Weekly, 
Saturday Evening Post, Woman's Home 





Companion and Success; but evidently 

discontinued for one month with fhe 

below result. 

Cuicaco Form Co., Chicago. 
Gentlemen We have been thinking 


of sending in an order for more goods, 
but failed to find ads in this month’s 
magazines. We do not know that we 
shall need them unless the ads appear 
again, as we believe that goods of this 
kind must be thoroughly advertised to 
se 

Please advise what you are doing in 
the way of advertising and oblige, 

‘ours very truly, 
Srtstey, Linpsay & CuNN Co. 

This is a good example of how closely 
advertising is watched by dealers. 
Advertising Experience. 


o>; 
CAUSE AND RESULT. 
Advertise for people to come to your 
store. Don’t notice them when they 
come. Let them wait until you finish 
reading your paper before you wait on 
them. Then offer them old goods. Lie 
to them. Beat them on weight and 


measure. Charge them double prices. 
They won’t call again. Then when 
your next ad fails to bring them, say 


“Advertising doesn’t A dvertis- 


pay. 
ing World. 




















‘ 
rHIs 


POSTER, WHICH IS CALLED 
EVEN IN EDINBURGH, SYNDICATING A 
TO PURCHASE IT AT A PRICE THEY CAN 
VERY EYVE-ATTRACTING, 


‘ PROFESSOR AND PUPIL, 
OF CHICAGO, TO LEAD:NG MUSIC DEALERS IN AMERICA AND EUROPE 
POSTER IN 
AFFORD. 


Is SOLD BY LYON & HEALY, 
IT HAS BEEN POSTED 
THIS WAY SMALLER DEALERS 


THE ONE UNDER QUESTION IS CERTAINLY 


ENABLES 
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THE TRUST PLAN. 


Within the next few years the so- 
called trust business will develop into 
an important factor. ‘lhe time is not 
far distant when manufacturers and 
others will consign goods in considerable 
quantities on credit allowing the con- 
signee to sell the goods before remitting. 
One of the most fascinating methods of 
doing business is bv agents. One 
thousand working agents can dispose of 
a vast quantity of goods each week. 
The trouble is frequently that it 1s 
lificult to get an agent started because 
the manufacturer reauires the agent to 
purchase a certain amount of goods be- 
fore starting to work, and in most cases 
the agent has not the capital to outlay 
in this manner. Several advertisers are 
trying the proposition of sending $10.00 
to $25.00 worth of soap, teas, coffees, 
baking powders, etc., to agents on con- 
signment, and the plan is meeting with 
success. We believe it will not be long 
before the manufacturers will sell goods 
to agents on credit in the same manner 
that jobbers sell to the retailers. It is 
not difficult for an agent to get a re- 
sponsible man to guarantee to return 
the goods or the money and this pro- 
tects the manufa_turer. This method 
will procure ten times as many agents 
as could be procured if cash were re- 
quired in advance.—Boyce’s Hustler. 





> 
HALF THE BATTLE. 


Half the battle of an advertisement 
is fought if it is believed when read. 
Consequently the advertiser who has 
a reputation for telling the truth has 
a chance of making a certain amount of 
space accomplish twice as much as the 
advertiser whose principal object is to 
make himself believed. 


WRAPPING ADVERTISEMENTS. 

Methods of wrapping goods for de 
livery deserve more attention than they 
receive. A merchant should consider 
how every bundle sent out from his 
store can be maue an advertisement for 
the establishment, as well as display 
the quality of the goods sold. Cloth 
ing sent out by Rogers, Peet & Co. is 
wrapped carefully in tissue paper and 
placed in a substantial pasteboard box, 
which has on the inside of the cover 
printed directions and plates showing 
how to fold garments. Such a box peo 
ple will preserve and often use for 
years, while every time it is opened it 
is an advertisement for the house that 
sent it out. When it is remembered 
that a permanent advertisement is plac- 
ed in each patron’s house inthismanner, 
the extra expense of well-made, hand 
some boxes A seen to be a wise one. 
Apparel Gazet 

ansaid 
POSTERS IN POLITICS. 

About the most interesting announce 
ment that has come to hand, relative to 
Mr. Hanna’s plans for the Presidential 
campaign, says the Detroit 7ribune, is 
contained in the dispatches from Cleve 
land to the effect that the work of the 
pictorial artist is to be employed to a 
greater extent than in any previous 
struggle for the Presidency, and that 
the billboards in conspicuous places in 
the larger centers of population are to 
be plastered with striking posters il 
lustrative of the issues of the campaign 
—The Billboard. 


~7o, 
A MATTER OF HAPPENING? 
The “lucky” advertiser always hap 
pens to possess a lot of common sense. 
Profitable Advertising. 

















_GoopByt £ CONSTIPATION | 


YOU CANNOT STAND AGAINST 


RED 


THE ONLY 
PLEASANT TASTING 
APARIENT WATER. 


RAVEN 








AN INTERE: 


TING POSTER, 
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A DEALER’S PREMIUMS. 
Cuicaco, August 13, 1900. 
Edit of Printers’ INK: 
| suppose many of your readers would 


be interested in a discussion of 
miums, as a method of advertising. 
| recently had a chat with John Sokol, 


pre- 


No. 654 West Polk street, Chicago, 
grocer, butcher, etc., who deals in 
premiums and conducts a large, first- 


class business. He says it has paid him 
so well that he is figuring on placing 
s for $5,000 or more worth of 








crockery and glassware. He finds the 
tr: costs him two and a half to three 
per cent of his gross cash sales, ex- 
clusive of several staples upon which 


he pays no coupons. He tried affiliating 








himself with a trading bank, but found 
he could do better alone, as they made 
him pay for all coupons handed out, 
and upon investigation he found that 
only about fifty per cent of these were 
presented to the agencv, hence they 
were ahead fifty per cent and he behind 
that much. Besides, he finds that job 
lots, broken lots, odds and ends, Pg 
do just as well as first-class lines, and 
can be picked up for songs. On an 
aver coupons are presented when 
they have accrued to $25 to $50, al- 





1 some 
$1 to 


wait till they have collected 
$150. He finds crockery and 
glassware superior to silverware, because 
it never gets shopworn, whilst silverware 








has to be treated with great care, and 
is more liable to theft. Imitation silver- 
ware tarnishes. Furthermore crockery 
issware never wear out till they 
whilst silverware would be ex- 
pected to wear for years, otherwise peo- 
ple would call his premium business a 
fake. Quite a number of people come 
several blocks to get his coupons and 
cor late their purchases with him. 
Some come past stores which are nearer. 
s they have discovered that 


uy as good goods as are to be 











se prices, and that the premiums 
“velvet.”” Some four. predecessors 

to make a success of his location, 

he is quite prosperous. He em 

bout nine clerks. He has never 

in any but the grocery business. 

He considers cash trade the all-important 
study for a grocer-butcher. He sank 
some $4,000 in credits the first year, 
since when he has lost very little. He 
finds cash premiums are aiding him 
m than all the good resolutions a 
dealer can make January 1. He knows 
of no better way for the local suburban 


dealer to advertise. Respectfully, 
H. H. Baker. 
ANOTHER BAKER. 


30STON, 


Aug. 22, 1900. 








Editor Printers’ INK: 

Your Boston ‘ Bowman ” shot wide of the 
mark when he credited me, in his letter of the 
isth inst., with copyrig hting the play entitled 
“Those Telephone Girls’ The play was 

ighted and published by Walter H. Baker 
& Co., publishers of theatrical plays, and has 
ho more connection with Walter Baker & Co. 
(Limited), than the play of ‘* Hamlet.”’ 

Yours truly, James M. BuGpet 

+) 

It is hard to convince the tricky coat 
dealer the error of his weighs. 
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IN BOSTON. 


soston, August 20, 1900. 


Editor of Printers’ Ink: 

The department store of Houghton 
& Dutton made this announcement in 
last Sunday’s papers: “‘To-morrow we 
will present every visitor with a bunch 
of sweet peas and shall place no re- 
striction whatever on the distribution; 
purchasers or visitors will share alike. 


A special invitation is extended to busi 
ness men to stop on their way down 
town and receive a button-hole bouquet 
Ladies will find them at any of the 
counters on the nine floors. In addi- 
tion to the flowers we will have bargains 
just as fragrant. 

The Bernard-Richards C limited, of 
102 Broad street, who Prive Rane largely 
the first of the year, offering an annuity 
of $250 or $5 a week for life to any one 
suggesting a suitable name for a new 
magazine, have awarded the prize to 
Arthur W. Madden, a young newspaper 


man of Phillipsburg, N. J. The name 
he sent in and the title will be “The 
Brown Book of Boston.” 

H. L. Inman, founder of Press and 
Printer, is now manager of the Press 


Clipping Bureau in Boston. 
ness was started some ten years ago by 
Robert Luce, who borrowed neal alle A 
from the Globe to clip out business and 
building items, and its readers now 
handle 4,2 different papers and scan 
thirty-five miles of columns a day. 

In the street cars a grocer makes a 
deep impression by saying his new 
cereal is “‘The Autocrat of the Break- 
fast Table,” while a baker rings in 
Kipling in ‘this way: 

“And this is what the lady 
to her husband sharply 
You are an absent-minded beggar 
for not buying Blewett’s bread.” 


This busi- 


50 





said, 


30W MAN. 
oo ie 
DETAILS LACKING. 
New York, August 15, 1900. 
Editor Printers’ Ink: 
I cut this out of this morning’s 
Journal. 
There is no reference whatever made 


as to the work required to be performed. 


YOUNG man, bright, -vho is not afraid 
of work; must be quick and accurate, 
and furnish his own machine. Apply 
between 8 and 9 Wednesday, Louis 
Amberg, Brill & Co., 628 Broadway. 


It indicates that even in writing a want 
ad you must utilize some common sense 
—if you posse ss any. A. N. D. 


CONCE DE D. 
INDIANAPOLIS, Ind., 
Editor PRINTERS’ 
I think it will be 
Printers’ INK is 
characteristic 
to a genius, for that 
useful in journalism, 
vertiser W. J. Ricuarps, 
Manager and Proprietor of 

dianapolis Press 

o - 


August 11, 
INK? 


1900. 





conceded 
conspicuous for 
its keen scent, 


that 
one 
amounting 
which is novel or 
affecting the ad 


the In- 


Tue successful advertiser is one who 
succeeds in making his customers think 
as well of him as he thinks of himself. 








Montgomery Bidg 
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Lake Michigan of Hot Water 
ls at your command at any hour of the day or night 


This is possible without a fire in your range, cook stove or furnacs. 
Kenwood Automatic Heater tn your basement, tarn the faucet in bathroom, 
kitchen or laundry, and in 40 seconds you have a stream of bot water flowing 
To all intents and purposes you bave heated the whole of Lake Michigan. tor 
you can’t exhaust the supply of bot water if you leave it running fer ten vears 
No greater invention (ban this has ever been introduced for uss in the modern 
home and we are certain you will agree with us in this-statement if you will only 
take the trouble to dvop in and see the heater in operation. 
consider, that if you want hot water for any purposes whatsoever, by turning the 
faucet you light the Gre under your beater and hot water is the result, you wil! 
realize something of what such a convenience means to a home 


he Kenwood Automatic Heater 


is 1m operation at the office of the company, 348-352 Milwaukee St. (new Moor 
gomery Bidg., ground floor). 
if you merely go out of curiosity, and if after you have seeu it work you don’t 
6ay thst it solves the bot water problem for all time, thea we are greatly mistaken 

If living out of the city crop a line to the Kenwood Automatic Hester Co., 
Milwaukee, for fall description. It will bo seat for the asking 








Puta 












When you stop to 








It will be worth your while to etep in end see it 
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RATHER 
THE FIRST COLLEGE. DAILY. 
Colonel William Haskell, editor and 
proprietor of the Minneapolis Times, 


was the originator of the college uaily 
paper. Mr. Haskell entered slarvard in 
1880. His father is E. B. Haskell, one 
of the proprietors of the Boston Herald. 
The young man had inherited a love 
for newspaper work and at the end of 
his freshman year came to the con- 
clusion that the Harvard boys needed 
a daily newspaper. He interested Met- 
calf Gill and C. C. Allen, two of his 
eheoventen, in a plan to start such a 
paper. He starteu the Harvard Herald 
in 1881, published it every day save 
during recesses and vacations, and sold 
it for 5 cents a copv. His advertising 
patronage was large. and his subscrip- 
tion list remarkable. It ran for at least 
three years. It was a money maker, and 
was the first university daily in the 
world.—Fourth Estate. 


AGE OF AGRICULTURAL PAPERS. 
The Country Gentleman’s list of American 
agricultural publications, in order of seniority, 
so far as corrected, now stands as follows: 
c ‘ountry Ge ntle man, Jan. 1, 1831. 
A mer ican (Boston) Cultivator, 1839. 
Southern Planter, 1840. 
Massachusetts Plowman, 
Prairie Farmer, 1841. 
American A g-iculturist, 1842. 
Indiana /armer, 1845. 
Rural World, Jan. 1, 
. Ohio Farmer, Jan. 1, 


1841. 


SM awn 


oN 


of 


lew England Farmer, Dec. 9, 


1848. 





BISHOP’S 
Judicious 
wealth, but 
half-witted 


BID FOR BUSINESS 
the r 
thereof by the 
are apt to be disastrous. In 
a Michigan exchange we notice this an 
nouncement, attractively displayed 

“Old maids, why live single? A 
tograph, taken in some handsome 
would make you look young and mig 
win for you a good husband. 
L. C. Bishop.”’ 

Such an advertisement 
to keep sensitive old maids 
studio, and as they are ile best clas 
customers photograp hers have, we ex 
pect to see Mr. Bishop’s name it 
proceedings of the bankruptcy court ere 


1S 


advertising 
imitations 





calculated 
out of the 


] f 


1s 








long.—Kingston (N. Y.) Freem 
LARKIN. 

Mr. Larkin, the soap man in Buff 
started a few years ago by making | 
in the kitchen, carrying the material 
in a wheelbarrow. He started to adver 
and has met with great success 
establishment comprises scveral large 
buildings and occupies fully a block of 
land. He employs nearly a_ thousand 
people, and all this business has been 
worked up through the proper follow-up 
system. meyer s Hustler. 

a aha 

Wuart is not to the purpose in a busi- 
ness announcement is not only useless, 
but wasted. Go straight to the pith of 


what you want to say, and make it clear. 
Chattanooga (Tenn.) News. 
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NOTES. 


Tue Salt Lake City (Utah) Herald 
issues an exception: illy interesting book- 
let on “Utah and Her Resources. 


A FURNITURE dealer at Collinsville, 
lll. advertises: Marriage license free, 
with your furniture, stoves and carpets 
at Cicero Ogle’s. 


aldermen of New York recently 
passed a resolution granting permission 
to Jacob Stahl to lead a calf bearing 


idvertising matter through the streets. 


THE 


An ingenious — saloonkeeper, whose 
roadhouse is on Long Island, nas this 
significant sign outside his door: “it @ 


nearly three miles to the next saloon.’ 


Moore’s Poultry Remedy Company, 
Marion, Ind., advertise in country pa- 
pers that they will pay $10 cash for any 
original idea that they can use in adver- 
tising their business. 

“Witn the 


Harvester ms anufactur- 









ers,” in Advertising perience (Chi 
cago), for August, may idbednate some 
readers of Printers’ INK to whom this 
class of advertising appeals. 

Messrs. A. Wolfson’s Sons’, of Tren 
ton, N. J., novel method of having a 
street sweeper attired in white duck 
stationed at the corner of State and 
Broad streets to keep the crossings clean 
has attracted considerable attention. 
They are so pleased with the success of 


their scheme that they may send a force 


of sweepers out. 





A FINE thoroughbred pony is the prize 
offered by the Omaha Daily News to 
the boy or girl in Omaha or its suburbs 
who secures the largest number of votes 
from paid-in-advance subscribers to the 
News, between July 23d and September 
ist. The votes, it is said, are in the 
ratio of two for every cent paid in ad- 
vance for subscriptions secured through 
efforts of the youthful canvassers. Three 
bicycles will be given as second, third 
and fourth prizes.—Newspaperdom. 








Tue Nome newspapers come high, but 
the people must have them. The Sun, 
an eight-page, five-column weekly, sells 
for twenty-five cents a copy, one dollar 


a month and ten dollars a year. The 
Daily News, consisting of four pages, 
four columns to a page, is sold for 


twenty-five cents a copy, four dollars a 
month, delivered by carrier, twenty dol- 
lars for six months and thirty-five dol- 
lars a year. A weekly edition brings 
twelve dollars a year. -F ourth Estate. 


THERE is probably no man who has a 
greater reason to believe in mewspaper 
advertising than George P. Rowell, nor 
is there one who knows more about it, 
or has done more to make it attractive 
and profitable than he. His publication, 
PRINTERS INK, tas pumped more good 
sense into advertisers and newspaper 
publishers on the subject of advertising 
than any other on earth. He easily 
stands at the head of the class as an ed- 


ucator.—The Billboster, August, 1900. 
Tue Chicago Chronicle tells: On a 
two-horse wagon were three long octa- 


gonal transparencies, about four feet in 
length and two feet in diameter. The 
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transparencies stood on end, and as the 
wagon moved all of them revolved, be 
ing operated by a mechanical device 
connected with the wheels of the wagon. 
On the white sides of the transparencies 
appeared a few early-bird legends of 
various things about town which wished 
to be on the ground floor in the new 
thing in advertising. 

Mercuants of _ Jeffersonville, O., 
should appreciate the efforts of the 
Citizen, of that town, to bring trade to 


their doors. One offer made by the 
Citizen, of a year’s subscription to the 
farmer coming the greatest distance to 


attend a band concert and purchasing 
anything of any advertiser, was won by 
a man who drove 19 miles. Another 
offer to induce trade with Jeffersonville 
merchants was a year’s subscription to 
the persons making the largest cash pur- 
chase of any advertiser on a_ certain 
day.—Newspaperdom. 
——— — +0 
THE ADWRITER. 

Advertising space is not the medium 
through which the adwriter should at- 
tempt to familiarize the public with his 
personal accomplishments, his exten- 
sive vocabulary or his ability to juggle 
with the Queen’s English. The ad 
writer seeking individual credit for his 
work, should, in the first place, remem 
ber that as an employee he is not en 
titled to it, except from his employer, 
and secondly that as far as the public 
is concerned he is a nonentity. The 


readers of advertisements, however 
good, seldom waste time worrying or 
wondering who wrote them any more 


than they wonder and worry who makes 
the goods which they purchase. Let the 
adwriter bury his personality behind his 
work and derive his glory and satisfac 
tion from the happy knowledge that his 
employer is satisfied and his ads sell 
goods. To know how to say it and to 
know when to say “nuf sed” is an ac 
complishment to be striven for and to 
be proud of when acquired.—Ottumwa 
(la.) Courier. 


> 
Classified Advertisements. 


Advertisements under this head two linesor more, 
without dis = pee 25centsaline. Must be 
handed in one week in advance 


WA TS. 


DVERTISE MENTS for the 
4 Charleston, 8. 








EVENING Post, 


Capable. Best 


care Printers’ Ink. 


A DVERTISEMENTS for the paper with ee - 
local circulation in Charleston, 8. C.—Tu 
EVENING Post. 


DVERTISING manager wants to make 
change sor chance to show more ability 
Good refs. “ CHANGE,” care Printers’ Ink. 


Cor Y editor and proofreader. 
references. “H.B ne 








I 1° STLING, all-round newspaper man, metro- 
0litan experience, seeks position on coun 
Address WATSON, 


try daily or weekly. care 
1 


Printe 


ye EGRAPHIC news service for afternoon 

dailies. Reliable, complete and within reach 
of eve ey publishe r, Address ** MANAGER,” Post- 
office Box 2241, New York 


\V ANTED To sell at low figure a growing 

farm paper property worth double price 
asked. No better opening in the South for a 
hustler. E, E. ADAMS, Lebanon, Tenn. 
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rienced canvass- 


\ ’ ANTED—At once, good ex} 
orristown, N. 


er. DAILY RECORD, 


N Al cartoonist, who ix also a gor od all around 
4 man on newspaper work, de: sire: sto make a 
change. 8yrs. present , osition. Reasonable sal- 
ary Samples submitted. -rinters’ Ink. 


( YENTLEMAN, 15 yrs, on road selling bank, 
¥ county and commercial stationer y. exp. in 
newspaper work, wants position as mgr. or asst. 
growing business. “SA “ESM AN,” Printers’ Ink. 








QITUATION » wanted by first-class copy editor. 
‘ Six years’ experience as reporter, telegraph 
editor, city editor and editorial writer. Age 
Best references. Address WM. A. HEACUC K, 
North Tonawanda, N. Y. 


\ DVERTISING SOLICITOR WANTED—A 
responsible publishing house want a 
man of character, energy and experience to 
solicit newspaper advertising in the West, and 
make himself useful in the office when not trav 
eling. Must be of correct habits and able to get 
business and get itright. Toa good man a per- 
manent position is open. Applications (which 
will be treated as confidential if desired) should 
give full particulars as to past and present em- 
ployment, age, whether married or single, quali- 
fications, references and salary wanted. Address 
“M. L. G.,” care Print Ink. 


DWRITING A SCIENCE. 
I master that science. 

I have had twenty years’ practical experience 
soliciting advertising and writing smart adver- 
tisements for correct advertisers all over the 
country. Not bombastic or spread-eagle adver- 
tisements, but real trade coaxers, straight-from- 
the shoulder talks and profitable suggestions, 
full of originalities, designed to sell goods. The 
kind that gets the attention and keeps it till the 
last line is read. The kind of advertising that 
fulfills its mission. 

I want to connect myself with a first class daily 
paper to solicit advertising and write ads for its 
patrons. I can increase its advertising income 
one-fourth. I might arrange with retail house 
or manufacturing concern. No contract for 
more than one year. “ NO. 9,” Printers’ Ink. 








PHOTO ENG 'GRAVING. 








‘HE STANDARD ENGRAVING CO., 61 Ann 
St., New York. 
——~ — 
COIN CARDS. 
ess for more; any printing. 


Q2 per 1,000. Le 5 
eo fie STATIONERS’ MFG. CO., Letroit,Mich. 
o> ——- 
MAILING MACHINES. 
T= BEST, a labeler. ’y¥ pat.,is only $12. ms EV 
ALEX. DICK, 43 Ferguson Ave.. Buffalo, N. ¥ 








> 

POSTAL C: ‘RDS BOUGHT. 
NCELLED printed “or addressed portal 
rds and stamps bought for cash RR 
FACTURING CO., 614 Park Row Bldg.,N.Y. 
Sane 
SPECIAL REPRE 
I] D. La COSTE, 

. 38 Park Row, New York, 
special representative for leading daily news- 
papers. 


TNC 














NTA TIVE. 





- ~or 
SUPPLIES 
Ts 1s paper . _is printed with ink manntncture od 
by the D. WILSON PRINTING 
Ltd. candids St., 
cash buyers. 


New York. Special prices ge 


—_——_- +e —-—_ 
LETTER BROKERS. 


ETTERS, all kinds, received from newspaper 
4 Rage adie g elt wanted and to let. What have 
u or what kind do you wish to hire of ust THE 
[EN OF L ETTE RS ASS’N, 595 Broadway, N.Y 
~7or 


ADVERTISING NOVELTIES, 


es tICYCLE wagons for me re hants, $40; lettered 
to suit. ROADSTER SHOPS, Camden, N. J 


KF‘ IR the purpose “of inviting announcements 





of Adveriising Novelties tikely to benefit 
reader as well as advertiser, 4 lines will be in 
serted under this head once for one dollar. 





PRINTERS’ INK. 








STEREOTYPE OUTFITS. 





N? Heating of Type in my New Stereotyping 
A -rocess. utfits $l4up. Kasy cut making 
no e nec hing. Send stamps for circu 

3d y 


processes 
~s,ete. H. KAHRS, 240 E. 


lars, samy 





Ts government, in its efforts to establish a 
pure food law, analyzed 14 brands of cham 
magne, foreign and domest'c, and the Brother- 
ood Champagne was the one pronounced the 
best. ill se’ ne es testimony free or a case of 
the wine for $1 E. SWEZEY, with Brother 
hood Wine Co. » w- York City 
~<o, 


NEWSPAPER METALS. 


a ese pigs is easy when they’re Blatchtord 
pigs. Add a new pig of Blatchford stereo 
type me 2tal to a pot of old Blatchford metal that 
you’ve been using fora long time, and you’!! find 
they’ ll mix very readily and give best results. 
E. W. BLATCHFORD & CO., Clinton and Fulton 
Sts., Chicago. “ A Tower of Strength.” 
ee 
FOR NEWSPAPER OWNERS. 
) ELIABLE business builders, circulation and 
\% advertising managers, and men for differ 
ent departments. Strict confidence. C. F. DAVID, 
Abington, Mass. 





+o  —-- 
NEWSPAPER BARGAINS. 
BUYS a good paying weekly prop 


Qo - 
$3,900 erty in Delaware—$2,500 cash, bal- 
ance on easy terms. A quick turn. 


Dailies and weeklies in 38 States. Send for my 


special list. Any reliable properties for sale, 
“David” knows about them. What do you 
want! 


Wanted—by clients—reliable daily and weekly 
ees RES in the East and West. 
C. F. DAVID. Abington, Mass., Confidential 
Broker and Expert in Newspaper Properties. 
“or 
FOR SAL E 
BARGA!N—Country wee! ekly in thriving Cal 
+1 coast town ; good plant ; fine chance. Ind’nt. 
Good reasons for sellit ig. “ X,” Printers’ Ink. 


Fo SALE—A le ading 16-page Southern farm 
journal located in city of 100,000, Good busi- 





ness. No plant. Fine opening for good man. 
Exc: Nent location. Will sell cheap or will lease. 
E, %. ADAMS, Lebanon, Tenn. 





Jc VERY issue of PRINTERS’ INK is religiously 

read by many newspaper men and printers, 
as well as by advertisers. If you want to buy a 
paper, or to sell a paper, or type or ink, the thing 
to do is toannounce your desire in a classified 
advertisement in PRINTE “a Ink. The cost is but 
25 cents a line. As a rule, one insertion will do 
the business. “Adress P RINTER S’ INK, 10 Spruce 
St., New York 





<> 
PREMIUMS. 


9 BEST BOOKS for the the mail order trade. “THe 
«) bre w Yarns,” “ Lrish a oo ty Hyena lers’ 
Yarns.’ Sample: $s mailed ach ; vd for 





proofs of adv ‘= ae THE Cc ‘HIS W Ic K PUB 


CO., 18 Rose St., 


JELIABLE goods are . trade builders. Thou 
\ sands of suggestive premiums suitable for 
Cgeeemey rs and others from the foremost manu 
acturing and wholesale dealers in jewelry and 
kindred lines. 700-p. ill’d list price ce: ataloguc 
free. 8. F. MYE RS CO. 48-50-52 Maiden Lane, N.Y 


YREMIUMS—If you are using or going to ure 
guitars, mandolins, banjos, violins or any 
goods of a musical nature,send for our cataloguc 
and prices. We can give you some valuable ©, 
frestions and save you money. A. ©. & 
HOWE, Manufacturers and Jobbers, 904 I jay State 
Eldg., Chicago, Ili. 








~~? 
4{DVERTISING MEDIA 
TT! EVENING POST, Charleston, 8. C. 


Ts EVENING POST, Charleston, 8. C. 


7 EVENING POST, Charleston, 8S. C 















Nines EVENING POST, Charleston, 8. C. 

Ts EVENING POST, Charleston, 8. C. 

jp ae EVENING POST, Charleston, S. C 

i ieee TERRITORIES, Muskogee, 
ritory. 

™ IN TERRITORIES, Muskogee, Indian Ter. 
ritory 

: ae ane advertising — in Charleston, 

. 18s THE EVENING Ic 

| ARDWARE DEALERS’ M — 
ple copy 10 cents, New York ( 

‘HE EVENING POST, of seit 8. C., 

claims the largest local circulation. 


Indian Ter 


sam- 





‘HE official journal for all ¢ aig nigel of 
Ours 


Charleston, 8. C., is THE EVENING Pos 
\ GOOD mail card compels a reading. 
£4 alwaysdo. JOHNS T. PALMER, Phil..delphia. 
| » ACK-COVER qu: irter page. 30,000 circu., $16.70 
) 12 times, $180. P ATHFINDER,Pathfinder,D.C. 
) EACH the best Southern farmers by planting 
\ your adsin FARM AND TRADE, Naskvilie, 
renn, Only We, a line. 
W HOE TRADE JOURNAL, 
‘ scribers in every State 
province ot Canada. Try it. 
\ NY perscn advertising in PRINTERS’ INK to 
é the amount of $16 or more ts entitled to re- 
ceive the paper for one year 


Chicago, has sub- 
in the Union—every 


‘HE advertising forall the departments of the 
city of Charle rege 8. C.. is done under 
contract exclusive 1 THE E EVENING Post. 


DVERTISERS’ GUIDE, New Market, N, J. 
Circulation 4,500. ample free. Mailed 
postpaid l year, 25c. Ad rate, 9c. line. Close 24th 


A WEB perfecting press, linotype machines 

and a building cf ts own is evidence o 
the pecape rity of THE EVENING Post, of Charles 
ton, 8. 








» EST advertising “pears in the Middle West 

» is TWIN TERRI k ‘Two years estab 
lished. Reaches the the 
farmers and we valthy ¢ 


COAST FR UIT wor LD, Los Angeles, 

yrremost farm home journal. Ac tual 

3 weekly, among wealthy ranchers ; 
. agate line ;no medicine ads 


can s of 
‘attlemen. 


prosperous 





[PACIFIC 
Cal 








average 
crowing rapidly; 


%HE EVENING POS?. Charieston, 8. C 

publish want advertisemenis at one cent a 
rd net; 50 inches display tor $15; 100 inches, 
$25 ; 300 inches, $60 ; 5C0 inches, gv0; 1,000 inches for 
$165. Additional ch: urges for ‘position and break- 
ing of column rules. 


















BOUT seven eighths of the advertising done 
\ fails to be effective because it 1s placed in 
papers and at rates that give no more than one 
eighth of the value that might be had by placing 
the same advertising in other papers. If you 
have the right advertisement and put it in the 
right papers, your advertising will pay. ‘orre- 
spondence solicited Address THE GEO. P 
ROW ELLADVERTISING AGENCY, 10 Spruce 8t., 
New York 


‘HE HOME MAGAZINE, 
its fourteenth volume, having been started as 
the Commercial Travelers Home Magazine. Two 
years ago the name was changed to the Home 
MAGAZINE, and the office removed to New York 
City. Sinee then the energies of the MAGAZINE 
have been devoted more to pushing the circula 
tion than toward building up the advertising 
patronage, upon the principle that circulation 
is absolutely essential to give advertisers satis- « 
factory results on their business. 

The circulation of the May issue was 75,000 cop- 
ies, actually, of which over 40,0 are regular 
subseribers and the balance news stand sales, ex- 
change and advertising copies, A feature about 
our circulation is that we deal direct with the 
news trade outside of the American News (\ 

Our rate is $80 per page or 40 cents per agate 
line 

We want your business because our circula- 
tion will bring you results. 

Send for copy and you'll be greatly pleased 
with it. THE HOME MAGAZINE, 93-99 Nassau 
St., N. Y. City. 








OF NEW YORK, is in 








PRINTERS’ INK. 






WEEKLY PAPER | FOR SALE. 
r= E, well se lished New York country paper 


makir ing ¢ ”. Price $6,000; a good oppor- 
tunity. EMERSON P. HARRIS, 150 Nassau St., 
New York, 
ee 


DAILY PAPER FOR SALE. 


TEW YORK town, 20,0000, Democratic daily 
4 and weekly making $5,000; plant $25,000 
Price $22,000; splendid proposition EMI RSON 
P. HAI:RIS, 150 Nassau St., New York. 





a aa 
PU BLISHING BUSINESSES WANTED. 


[4% AM constantly in touch with responsible men 
© seek to buy newspapers or other publish- 
ing husties sses. None of the many papers | have 
happen to meet their ideas. If this advertise- 
men’ mects the eye of a publisher who desires to 
-ella good business at a fair valuation it might 
E. P. HAR- 





be well for him to write me _ it. 
R1s, 150 Nassau St., New Yor’ 


2 —— 
NEWSPAPER INFORMATION. 


“HE June, 1900, edition of the American News- 
paper Directory has been exhausted—all 
copies printed have been sold. The next issue 
will appear on Saturday, September 1, 1900, 
Orders received now, price $5, ail delivery 
charges prepaid by the publishers, Geo. P. Row- 
ell & Co., 10 Spruce St., York. The man who 
needs a ‘directory now ‘and cannot wait until 
September ist can have a March, 190, copy for 
the same price—while the copies on hand last. 








command 
ADDRESSES. 
| SELL addresses of every description, but 
make a specialty of heads of families in 
smill towns—people of means, who purchase 
everything needed for the house or person. If 
you sell anything by mail you can’t reach better 
paying “4 more liberal users of everything. 
ATHELWS, 505 Diversey Ave, Chicago. 
( VRE ban business without e xpensive newspa- 
ver advertising. Use Carter's Classified Ad- 
dresses. Only house in the world furnishing 
names not to be found in directories 
a remedy for cancer, catarrh, 


Have ywu 
sia, kidney troubles, 








Ss. 
deafness, dyspep 
nervous troubles, rheuma- 
Do you want agents to 
m house to house! We have 





sell your goods fr 
America’s population classified according to af 





flictions, occupation or condition. Can address 
your envelopes or wrappers. Capacity 100,000 
daily by expert copyists. Prepared to furnish 
any class of names, envelopes or wrappers, plain 
or printed, address the latter and attend to mail 
ing if desired. State specifically what you have 
to sell, how you want to sell it We will reply 
by return mail with full informatic n that will 
make your business a success 

FRANK R. CARTER, 12 EAST 42p ST., N. Y. 


{DVERTISKMENT CONSTRUCTORS, 


DS $1 each, booklets $1 a_pa CHAS. A. 
Z WOOLFOLK, 446 W. Main St. 4 Ky 
J ED SCARBORO, writer of forceful advertis- 
e? ing. Request estimates, 20 Morton St., Bklyn. 
M* 


SDICAL advertising, professional or bs cular, 
written, illustrated, printed. M.P.GOULD. 
INGLES 
° That is my specialty. 


rles for all tra'es. 
hey are the pithy, 

pointe d, practical kind, and are profitable at the 

price. “ JACK THE JINGLE!” 10 Spruce St N.Y 


I AUNCITING a new business?) Whether it will 
4 bean ocean liner or a catboat may depend 
on the advertising. Let us start you right. 
SNYDER & JOHNSON, Advertising Writers and 
Agents, Woman's Temple, Ct Chicago. 


YOOKLETS, ADVERTISEMENTS, CIRCULARS. 

>? Tam in a position to offer you better service 
in writing, designing and printing advertising 
matter of every description than any other man 
in the business. | make the fashion in typo- 
graphical display. I have charge of the me 
ch nical department of PRINTERS’ INK. No other 
paper inthe world is so much copied. My facil- 
ities are unsurpassed for turning out the com- 
plete job. If you wish to improve the tone and 
appearance of your advertising matter it will 
pay you to consult me. WM. JOHNSTON, Man- 
ager Printers’Ink Press, 10 Spruce St., New York. 














Advertising jin 
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A 
Availipg itself of the offer put forth in PRINTERS’ INK, The Hardware 
Dealers’ Magazine, of New York City, which has the largest 
circulation, and is the leading Hardware publication of the 
United States, secured 21 quails, it having given an order on 
August 8th for two lines space to be inserted in PRINTERS’ INK as M 
a classified advertisement for the year 1901, at a total net cost of $26.00 
In consideration of that order The Hardware Dealers’ Maga- v 
zine became entitled to receive free insertions for its advertise- 
men for the remainder of the year 1900. 
A 
T 
E 
i 
The next to avail themselves of the offer of free advertisements for 
the remainder of the year 1900, in consideration of a contract 
for 190i, was Snyder & John:on, Adwriters and Advertising 
Agents. They b:rgained for a four-line classitied advertise 
ment one year to be used in a ieee mselves as adwriters, , 
at atotal net cost of . 7 i ‘ ; 4 : ‘ $52.00 
. , ‘ i . H 
They also contracted for an eight-line classified advertisement one 
year to be used by E. W. Bla‘chford & Co., Chicago, Ill., makers . \ 
of newspaper metals, ata total net cost of . ; ‘ = : $101.00 4 
The Men of Letters Association gave their order on August 15th, 
just in time to capture 20 quails, for a four-line classified ad- Ir 


vertisement to appear for one year at a cost of ° . . $52.00 


Each of these are entitled to 20 free insertions. 


Address orders to PRINTERS? INK, 10 








PRINTERS’ INK. 
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tia 





A 


n 


soon as the offer of free insertions was understood, probably, 
Honest Staniey Day of New Market, N. J., recognizing the good- 
ness of the offer, ordered his two-line announcement for the 
Adve rtisers Guide discontinued and gave an order fcr a three- 
line classified advertisement to appear for one year at a cost of $39.00 
M. P. Gould, New Haven, Conn., an adwriter, followed with his 
*26.00 chen for two lines classified advertising, one year,at a cost of . $26.00 
William Crawford Hirsch, 149 World Building, New York City, who 
furnishes a telegraphic news service, after making sure by an 
interview that he understood the offer, lost no time in giving 
his order for four lines classified advertising one year, costing . $52.00 
An adwriter who desires to keep his name a secret and at the same 
time keep his replies on this announcement separate from his 
other business contracted fora four-line classified advertisement 
one year under the name of “ Jack the Jingler,’’ at a cost of . $52.00 
The Stationers’ Manufacturing Co., Detroit, Mich., closed the third 
week by contracting for two lines classified heptane one 
year, at a cost of ; $26.00 
Each of these gave their order in time to secure 191 inse rtions W ithout 
{ cost and may be said to have captured 19 quails. 





$52.00 
H. D, LaCoste, Special Representative, gave his order August 22d for 
a four-line classified advertisement, one year, at. ° ; ‘ $52.00 
10 1.00 And advertising for the Youngstown, O., V enerinaien, as follows 
16 lines display, one time e . . $8.00 
Quarter page, three times a month for one year : , - $900.00 
: In consideration of his order the four-line classified adve rtise ment 
82.00 will receive 18 insertions without cost and the quarter page ad- 
vertisement will be inserted gratis three times a month for the 
remaining months in 1900, 


10 Spruce Street, New York. 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 

t= Issued every Wednesday. Tencentsa copy. 
Sub cription price. five dollarsa year, in advance. 
Six dollars a bundred. Noback numbers 

t= Being printed from piates, it is always pos- 
sible to issue a new edition of five hundred cop- 
ies for #30. or alarger number at the same rate. 

t_Publishers desiring to subscribe for PRINT- 
eRs’ INK for the benefit of advg. patrons may, on 
application, obtain special confidential terms. 

te If any person who has not paid for it is re- 
ceiving PRINTERS’ INK it is because some one has 
subseribed in his name. Every paper is stopped 
at the expiration of the time paid for. 
ADVERTISING RATES: 

Classified advertisements 25 cents a line: six 
words tothe line; pearl measure : display 50 cents 
a line; 5 linesto the inch. $190a page. ~pecial 
position twenty five per cent additional, if grant 
ed ; discount, five per cent for cash with order. 

Oscar Herzserc, Managing Editor. 
Peter Doucay, Ma: ager of Advertising and 
Subscription Department. 


NEw YORK OFFICES: NO. 10 SPRUCE ST. 
LONDON AGENT, F. W. SEARS, 50-52 LUD- 
GATE HILL, E. C. 


NEW YORK, AUG. 29, 1900. 
PostumM Foop CoFrFeEE appears to 
be effectively advertised. 


IT is amusing to read the advice 
so often given to small advertisers 
not to use big, high-flown words, 
when the majority of them perhaps 
suffer from a paucity of even the 
most common words. 


For the first time in the history 
of Yiddish newspanerdom, — the 
boys who sell these papers were 
given an outing on Thursday, Aug 
ust 16. The Jewish Daily News, 
Sarasohn & Son, proprietors, en 
gaged a Starin barge and invited 
all the boys, standkeepers and 
wholesalers, 800 in number, to par 
take of its hospitality. The excur- 
sion was a great success, and the 
trip up the Hudson was made a 
lively one, the proprietors of the 
News having secured the services 
of “several prominent rabbis and 
Jewish lawyers to speak to the 
boys, and some leading actors of 
the three Yidd'sh theaters, who 
gave a vaudeville entertainment on 
the boat. Nor did the boys go 
hungry. A bountiful meal was 
served about noon-time. During 
the rest of the day Strauss’ steril- 
ized milk depot on the boat and the 
sandwich and lemonade counter 
were both very popular. ~ Every- 
thing was free and the boys were 
not a bit backward. The proprie- 
tors of the Jewish Da‘ly News in- 
tend that the excursion shall be a 
permanent feature. 


It is easy to find the advertise- 
ment that is always in the same 
position. 





THE Modern Realty Company of 
11 Broadway, New York City, 
makes the piece de resistance of 
the brochure advertising its subur- 
ban property pictures of the excel- 
lent houses that have been erected 
thereon. A good impression is pro- 
duced. 





Unper the title “Effective Types 
and Colonial in Particular,’’ Hol- 
lister Brothers, printers, of Chi- 
cago, issue a fine brochure, making 
a plea for colonial types. It is 
written in an interesting style, and 
typographically and in color effect 
is far above what one may expect 
to find in a week's search. The 
advertiser who sends to the Hollis- 
ters for a copy will never regret 
the time expended in do‘ng so; 
and Printers’ INK ventures the as 
sertion that if he does not like the 
style, his artistic instincts have not 
yet been properly developed. 


AN interesting and unique book 
let under the title, “What the Doc 
tor Sa'd About Coffee,” is issued 
hy the Thomson & Taylor Spice 
Company, of Chicago. What the 
“doctor” aims to show, in a pleas- 
ant, conversational style, is that 
coffee is an excellent drink from 
the standpoint of health; that it is 
a stimulant, an excellent prescrip- 
tion in whooping cough, hy 
teria, weak eyes, rheumatism, ma 
laria, and intermittent fevers, and 
when unroasted, in kidney and 
liver troubles, diabetes and nery 
ous headaches; that by its a’d, as 
rroved by certain experiments, 
much more than usual may be 
accomplished, both mentally and 
physically, by human beings; that 
as an exhilarant, a “bracer,” it far 
exceeds in merit alcohol stimu 
lants, without the depressing re- 
action of the latter; that to get 
its full benefit you must get the 
“T. & T.” brands, which come in 
closed tins, unground; and so on. 
The Little Schoolmaster has noth- 
ing whatever to say as to the truth 
of the arguments put forth; but 
there is no doubt in his mind that 
a certain air of cogency about them 
will convince many persons. 
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THERE may be instances where 
the circular is the best form ol 
advertising avalable; but that is 
not its position when one of 
rivals is a newspaper. 


its 


CarTER, 12 East 
42d street, New York, who makes 
a spec'alty of accumulating and 
selling to advertisers names of per- 
sons variously afflicted or blessed, 
has just issued a new catalogue, 
which some interest ng 
features. One learns, for instance, 
that Mr. Carter possesses the 
names of 275,000 bald heads, 220,- 
000 recent births, 200,000 cases of 
constipation. 375,00 names of agents 
and canvassers, and a large number 
of others ecually interesting. The 
list is well worth applying for and 
studying. 


Mr. Frank R. 


possesses 


~~, 
LEARNING ADWRITING. 
Knox, Ind., August 13, 1900. 
Editor of Printers’ Ink: 
Will you kindly tell me, through your 
ilued medium, where I may obtain 
first-class instruction, private or other 
wise, in advertisement writing I feel 
that I have talent in that direction, and 
ppreciate the good money that can be 
made in this line. Thanking you in 
advance for your candid opinion and in 


formation, believe me, 
fours gratefully, 


C. E. Friercner. 


The first thing you should do 
is to read Printers’ INK relig 
iously every week, for it is the 


plan of the Little Schoolmaster to 
lay before its readers not only what 
‘ specially written for its columns, 
but also the best appear ng every- 
where else on the various phases of 
advertising: to make the publica- 
tion a kind of “review of reviews” 
of the advertising world. It may 
ilso be of benefit to you to take a 
course in the Page-Dav's School 
of Advertisement Writing, in the 
Medinah Temple, Chicago. Of 
course you will understand that 
it is no more possible to teach 
aman advertisement writing if he 
possesses no natural ability in this 
d'rection than it would be to teach 
him novel writing; if, however, he 
is equipped with good business 
common sense and a capacity for 
saying effectively what he des‘res 
to convey, the chances are excel- 
ent for rhe a good advertise- 
ment wrrier of him.—[Evivor P. . 


McKINLEY VS. JONSON. 
Gururie, Okluhoma, Aug. 17, 1900 
Editor of Printers’ INK: 


advocate of the use 
both to advertise a 
ood article and also to act as a mentor 

x those who do not realize the im- 
portance of “Publicity,” "1 take the lib- 
erty of criticising a controversy that 
has long been indulged in by an ad 
vertiser in your columns. 

Printers’ INK Jonson,” of 13 Spruce 
street, New York, is a heavy advertiser 
through your columns, using a page 
every week. Now, why does the writer 
of these ads fill this valuable space try- 
ing to convince the public that some 
one else had lied? Is it not sufficient 
to prove that “Printers’ Ink Jonson” 
tells the truth—that he mz akes good ink 
at a reasonable profit? 

In several issues I find 
Jonson kindly advertises the 
“Ink Thinks.” Does he not 
such adverse comment of a 
will certainly cause the public to think 
that “Ink Thinks” did tell the truth; 
else, why did Mr. Jonson pay $100 to 
deny it? 

August st he 
house (not his 
special formula 


Being a staunch 
of printers’ in 






that Mr. 
author of 
know that 
rival house 





advertises an_ ink 
own) that will make a 
for each printer. And 
in on August 8th I find “A West- 
Ink House” enjoying the benefit of 

worth of Mr. Jonson’s pub- 
licity (?) 

I would ask if this is not bad policy 
to admit that other ink 





ern 
$100 


houses are 


worthy of consideration. Is it not bet- 
ter for an advertiser to ignore compe- 
tition, and show by his description and 
prices that his house is the only one in 
the field? Very truly, 
Forrest McKIn ey. 

Mr. Jonson’s great success in 
selling printing inks has been 
founded on the kind of advert’ sing 
that fails to meet with Mr. Me- 


Kinley’s approval. 
sumed, therefore, that if the meth 
contrary to accepted prin- 
ciples of advertising, that Mr. Jon- 
son’s the except'on that 
proves the rule. He has certainly 
succeeded in getting his announce- 
ments widely read, which is the 
first step toward making them pro 
lific of results.—[ Epitor P. I. 


It must be pre- 
od is 


case is 


oe 
To use the word “health” or 
“healthful” in connection with an 


article to be eaten or drunk is to 
bring it in the graces of a large 
cli iss of pcople desirous of consum- 
ing only wholesome comestibles, 
yet possessing no knowledge what- 
ever as to what is really desirable 
from a dietetic standpoint. The 
words are often used in connection 
with eatables of no merit, but if 
printed persistently enough will 
convince a great host. 
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A DEPARTMENT STORE 
A VILLAGE. 
By Karl M. Sherman. 

Peekskill is a village of about 
12,000 inhabitants, little more than 
an hour’s ride from New York 
City. Not much of a place for a 
department store, yet it has one 
and the store pays—possibly be- 
cause of the way it advertises. 

I was standing one evening with 
a young man in a somewhat Bo- 
hemian cafe in the village. At a 
table near by us three or four rath- 
er bright fellows were talking so- 
ciz ulism and one of them said, 

“Why, that’s common sense! 

My companion drew out a note 
book and saying, “Just the words 
I wanted,” began to write. Some- 
what surprised, for he did not 
seem literary, I began to ask ques- 
tions and learned this: 

He has the contract to write the 
ads for Lent’s Department Store— 
so far as I know, the only store in 
the village that has a salaried ad- 
vertiser. His favorite method is 
to get some catchline, or, better 
yet, catchword, and use it as a 
title to the paragraph that intro- 
duces his ad each week. He says 
he doesn’t know that this is a spe- 
cially good method—it certainly 
isn’t new—but it draws trade and 
satisfies the boss, which are his 
two objects. 

He showed me the note he had 
just made. I thought it was good. 
Here it is: 

COMMON SENSE, 
Your common sense leads you to read 


IN 





this ad; makes you a_ customer and 
saves you money. That’s common 
sense. 





I asked him what he would do 
when his stock of catchwords and 
phrases was exhausted and he an- 
swered laconically, ““Look in the 
dictionary for more.” 

Since then I have hunted up 
some of his old ads. Now I look 
for Lent’s Department Store ad- 
vertisement as regularly as Biddy 
looks for the continued story in 
the Fireside Companion. 

These introductions are not “the 
whole thing” in my friend’s pro- 
ductions. His mannerisms fre- 
quently crop out in the body of 
the advertisements. A complete 





Sent's Department Store. 


E. B. LENT’S 
Department Store, 


Opp. Eagle Hotel. 


COLD" 

WEATHER is tast approaching. In 
time of peace, prepare for war. ‘*GET 
A STOVE ”—Sheet Iron, Cylinder, Oak 
or Wood Heating and the Celebrated 
Line of Cable Stoves and Ranges can all 
be found in our Stove Department. 

PR/ICES—The result of quick thinking 
enables me to quote the following prices, 
I thought. about 250 Stoves before the 
advance and there you are. 

CYLINDER STOVES—Bird Cylin 
der, highly bricked to protect sheet :ron; 
great value; a leader at, No. 8, $2 98; 
No. 9, $3.75- 

The Sun Cable Cylinder Stoves, Russia 
iron, highly bricked, anti-clinker grate, 
nickle name plate and vase ornament; a 
beauty; prices start at $3.85. 

OAK STOVES—The Celebrated Coal 
or Wood Burning Oak Stoves, beautifully 
Ornamented; you ali know them, but 
never at such Low Prices as these: No. 
12, $9.98; No. 14, $1175; No. 16, 


$13 75. 

RANGES—The test of time and an 
iron-clad guarantee given with each 
Range makes it safe. for you to buy a 
Range from the famous Cable Line 
Ion’t buy an experiment, Buy a Cable 
Range and if it don’t bake, your money 
back. . 

PACIFIC CABLE—Entirely new. with 
drop oven shelf, reversible pipe collar, 
cabinet base, large flues, grate can be re- 
moved without disturbing the brick; size 
of oven. No. Pe 16x 16, $9.98; No. 3, 
18 x 18, $11 98, 

A No 8 Pacific Cable. with copper 
reservoir, $14 25 

A No. 9 Wood Cook, $17.00, 

A No. 9 Baker Cable, with warming 
closet and reservuir, $22 So. 

LOTS AND KETILES—Beautiful 
nickle-plated Copper Tea or Coffee .Pots 
and Kettles, Every one guaranteed to be 
all copper nickle-plated. 

3 Vinis, 65c.; 4 do., poe. Hae, »8ee.4 





6 do., goc, 

No. 7 Tea Kettle, 89c.; No. 8, 99¢.; 
No. 9, $1.10. 

Round Iron ——¥ No, 7,.°35¢.3 


No. 8, 40c. ; No. 9, 50 
Round Pots: No. 7, yr No. 8, 55¢-} 
No. 9, 65¢c. 





Watch this Ad. More Bargains, 
sa et f-) ow mext werk. 








PRINTERS’ INK. 29 


ad used last fall is reproduced 
herewith. Note the concluding 
paragraph of it. He ran that at 


the bottom of his ad,merely chang- 
ing the style of type, for some 
time, but has dropped it now. 

I will close it now with a half- 
dozen starters clipped at random 
from his recent advertisements. 
These are “run in” here, but in 
the original the first one or two 
words were displayed: 

Time changes all things, 
Peekskill, which has changed for the 
better and received a most bountiful 
share of wonderful improvements. for 
instance, the trolley, Fleischmann fac- 
tory and a first-class up-to-date depart- 
ment store, where the quality and prizes 
of goods are the same as those of New 
York Notice window display of the 
following advertised specials, then judge 
for yourself. 

Money saved is money made. Read 
on. A word to the wise is sufficient 

Talk is cheap. Not much to say 
week. If price and quality 
following bargains talk for Pweg 

A dollar wisely spent is worth two 
of its foolish brothers. TFollowing is a 
list of safe investments for the wise 
dollar. 

Hay, 


noticeably 


this 


count, the 


like money, is made hest while 
the sun shines. The barysains next week 
show possibilities in money _ saving 
equaled only by the large department 
stores of New York. 


A TRADE INCREASING 
SCHEME. 


By Sam E. Whitmire. 


Powers & Burney, proprictors 
of a department store in Rome, 
Ga., worked a scheme that is 
asserted to have increased their 
business sixty-four per cent during 


June over the same month last 
year. And this was done during 
the rainiest, most disagreeable 


month ever known in the South. 
In each of their newspaper ad- 
vertisements during June an an- 


nouncement was kept standiag 
saying that at the end of the 
month they would put cards in 


a box to represent every business 
day of June. These cards would 
be well mixed and a dis-nterested 
person would draw from the box 
one card. All money paid to the 
firm for goods on the date shown 
on this card would be tefunded 
in full. The offer created much 
interest and every day the store 
was filled with people buying 
large bills of goods, trusting to 
luck to bring their largest pur- 


chases on the “free” day. The 
drawing was held Monday, July 2. 
More than a_ thousand people 
were present with large bunches 
of duplicate checks. During June 
a duplicate sales check with the 
date plainly printed on it was 
furnished w-th every purchase. 
These checks were kept by custom- 
ers as a record of how much was 
spent on any particular day. The 
2Ist proved to be the lucky day. 

The sales for the 21st of June 
footed up about the same as those 
of each of the twenty-six business 
days during the month, so if Pow- 
ers & Burney gave away one- 
twenty-sixth of what they took in 
and increased their business six- 
ty-four per cent, they did thirty- 
eight per cent more Sesiiuinn than 

1 June, 1899, which is a most fa- 
cecal showing, considering the 
weather, 


Special Notice. 


» Back that Blue Serge Suit. 

We recently sold 200 Blue Sesge 
suits—one lot at $10.00 and another at 
$12.0). A tew days ago we received 
notice from a customer that the suit 
was fading. Investigating and testing 
we disfovered that the dye was not fast. 

We had purchased these suits from 
one of the best houses in the United 
States—whose guarantée we had. The 
fault, is neither theirs nor ours, but the 
mills who declared. the dye perfect. 

But we value our customers too highly 
to let them “stand for’ a mistake on 
iny purchase in our store. Letters were 
written to the GO purchasers whose 
aames we had, asking for a return ‘of 
the suit; in order to reach the remain- 
ing 140 we publish this advertisement. 

We hope no purchaser will fail to 
bring back his suit if it has turned red, 
and obtain a ie one in its place, 


Brill Outfitters 


279 Broadway, Near Chambers 
FOUR 47 Cortlandt, Near Greenwich 
STORES 
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to Men and Boys. 


211 Sixth Ave., near 14 st. 
125th Street, corner 34 Ave. 
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“HADVERTISING.” 

The Hovis Bread Flour Company, 
limited, are issuing to the trade a period 
ical booklet called “The Junior Travel- 
er.” It tells all about Hovis flour, 
bread and food. We extract the follow 
ing verses from its pages: 

ADVERTISIN 

“Say, Sis,’ said Jack, “ 
My mind is exe $i 
Fer sech a change 
Since dad went 


‘eap o’ things 








as come around 


hadvertisin’. 
’ad ter go, 


“Yer know ’ow long shoes 


An’ crusts we warn’t despisin’ ; 4 
Dan’s pants pelt suits fer me, yer 
know 


*Fore dad tried hadvertisin’. 


“D’ye mind our mother used ter sit 
An’ darn and patch surprisin’ ? 

The togs we’d got was mos’ly ‘oles 
Afore this hadvertisin’. 

“T mind one day they togged me up, 
My word me pride was risin’, 

Then in the street some urchin 
‘Yer pa’s a hadvertisin’!’ 


yelled, 


“That worried me, that sentence did, 
‘Yer pa’s a hadvertisin’!’ 
I wondered would they lock dad up, 


? 


Fer wot was hadvertisin’: 
“Soon after that I sez to dad 
Fer kept on surmisin 
‘Dad, we are rich, is unc 
Our Uncle Hadvertisir 





dead, 





“Dad laffed, ’cos I was wrong, “e said, 


Which warn’t at all surprisin’, 
‘My boy, ’e sez, ‘ ’tis mighty strange, 
This blessed hadvertisin’. 


* ‘It’s like this “ere, yer ’ustles round, 
An’ then gets henterprisin’, 


Yer lets folks know yet out fer biz, 





An’ that is hadvertisin’. 
‘An’ then yer ‘ustles round some more, 
Ter get the folks as buys in; 


An’ soon the shop ain't big enuf, 


Becos of hadvertisin’. 


“*An’ now, me boy, life ain’t so bad, 
A bit o’ money lies in 
The High Street bank, an’ why, becos? 
Becos of hs ——- ‘ote 
T HE § T AR’ 2 





The OF ok in the introduction of a 
new article is nearly always to fix the 
selling price too low, thus leaving an 
insufficient margin for selling expense. 
Costs of introduction are always large, 


and a liberal allowance should always 
be made for them. Then, too, if the 
price be not too high the increased 
price permits a liberal advertising ap- 


propriation, which is essential and later 
on will form a wall against competition 
from similar or inferior articles. There- 
fore get the price at the start as high 
as the market will stand.—Advertising 
Experience. 

HIS VIEW. . 

Good advertisers know that two inches 
of pica type are worth eight inches of 
solid agate.—Edmund Wolcott, in 
Publicity. 
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THE ART OF BARBING. 
The following is a copy of a circul 
sent to a British newspaper by a cx 


respondent at Freetown, Sierra Leon: 
They are advanced in Freetown: 
SPECIAL NOTICE, 

The undersigned beg most respect 
fully to inform the general public that 
they have opened a barber’s shop. Hav 
ing considerable experience in the art 
of barbing, they are prepared to give 


every attention to cropping and dressing 
gentlemen’s hair in the most scientifi 

manner, that is to say, in accordance 
with the particular cast presented by 
the face. Every appliance at hand t 
obviate the itching that sometimes fol 
lows shaving. The best solutions and 
washes used for mollifying and cooling 
the skin of the head, neck and _ fac 
after shaving. The whole process com 
plete in a very short time. The patron 
age of all is most earnestly solicited, 
European and native, young and old 
At the Gold Coast and Lagos, barbin 
is a particular feature, and the shops 
are crowded from morning to night 

every day in the week (Sundays not ex 
cepted) by all shades and grades. No 
body will wonder at this who considers 
how good barbing and proper shaving 
improves the appearance of the head and 
ace. 








Sitting. 
SROTHERS. 

and Navy Barbers 
‘ame 


Cash before 


Army 

Freetown. 
A QUESTION ANSWERED. 
How long can a publication be 
to advantage by a regular 
Is it true that by too long use he ‘“‘wears 
out the field?” If the publication con 
tinue along the same pol ige of circula 
tion, it should be as wood a medium for 
the regular advertiser in the tenth year 


used 
advertiser ? 


as in the first, provided that his busines 
is an honest one. The advertiser should 
look quite as much to the keeping of 


making of new 
can help to keep them i: 


old customers as to the 
ones, and he 





no better way than by regularly and 
constantly advertising his business in 
those publications which brought him 
his new customers. There is no theory 
about this, it is proved by the success 
of a score of general advertisers whose 
names will come to your mind at once 
and it is proved just as strongly by 
scores of failures of those who con 
stantly p rcnen mediums.—A dvertisins 
Experience. 
- +e 
WITH THE NAILS. 

One good advertisement is better than 
three or four poor ones. You might 
give a nail a thousand light taps and 
not get it into the wood one-sixteenth 
of an inch. You would be just about 
where you started when you get through 
Two or three good strong blows wit 
a hammer would drive it clear home 
British Printer. 


An office boy is not sent out with a 
line of samples to open and develop new 
trade, yet too often a miserable little 
advertisement is placed for an issue or 
two in three or four publications just to 
see what advertising will do.—Our 
Wedge. 
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IN COLONIAL TYPE. 


It is surprising what they achieved, 
those forefathers of ours, producing, as 
they did, books so quaint and fascinat- 


ing that no modern skill can excel them. 
Just where their chief charm lies it is 
hard to say, for no part was slighted, 
no detail too small for careful considera 


tion by those serious-minded Puritans, 
seriously intent on doing their best, a 
motive that must result in meritorious 
products. They had their faalts, it is 


e, but while we need not imitate their 
rs, we may emulate their art. The 
pes they used and the perfected types 
which 





vith we reproduce the effects 
hey wrought are re -markably well 
adapted to both attractive and 
solid reading matter. As Aus- 
tin Bates recently said of one of our 
booklets done in Colonial style, “Every 
page is a picture in type.”—Hollister 
Brothers, Chicago. 

o> 
COLONIAL TYPES. 

Hollister Brothers, of Chicago, have 
this to say of colonial types: In the 
very plainness of the colonial types 
there 1s an irresistible fascination. They 
yield with attractive results to ‘open 





spacing, to read, and their 


always easy 








a outline is clean-cut and pleasing. 
[he combinations of old Roman “caps 
with handsome italics and the use of 
the easily-read lower case letters for 
headlines are striking and_ catchy, 
whether printed in one or two colors. 
There is no style that affords better 
opportunities for two-eolor work than 
the colonial. 





ARRANGED BY STATES. 


Advertisements under thie head 
each time. By the year $26 alin 
other than 2-line initial le tter. 
_in one | week ty in advance, 


50 cents a line 
No display 
‘lust be handed 





CONNE SCTICUT.. 


*VERY advertising page of THE DAY, New 
4 London, contains local or telegraphic news. 
No dead pages. Notucked out of sight places. 


GEORGIA. 


WOU THERN FARMER, Athens, Ga. I 

Southern agric ultural publication. Thri 
people read it; 22,000 monthly. Covers South 
and Southwest. Adve rtising rates v« ry low. 


ILLINOIS. - 


( YONKEY’S HOME JOURNAT, excelis as a me- 
dium for interesting a good class of people 
in the smaller towns. Our subscribers own 











pianos or organs—the sign of a refined and well- 
to-do home—and are naturally mail order buyers. 
0,000 at 60 cents flat. W. B. CONKEY COM- 
PANY, Chicago, Illinois. 


MAINE. 
\\ E never have any trouble getting a rating 
in Kowell’s exactly as we send it—doesn't 
cost us acent. Ourcirculation is worth exploit 


ing too. And we treat advertisers alike—one 
flat rate to all, Are you with ust COURIER 
GAZETTE, Rockland, Me. 





CANADA. 


( Y (an er AN ADVERTISING is best ‘done b; 
E 3ARATS ADVERTISING AG 





THE 
Cc 
Montreal, 








. 3! 
_ CLASS PAPERS. 
ADVERTISING. 


YLINTERS’ INK is a magazine devoted to the 
general subject of adv ertising. Its standing 
and influence is recog ed throughout the en- 
tire country. Its unsolicited judgmen* upon ad 
vertising matters is of value to intelligent adver- 
tisers as being that of a recognized authority. 
Chicago (IU) News. 

PRINTERS’ INK is devoted exclusively to adver 
tising—and aims to teach gvod advertising 
methods—how to prepare good copy and the 
value of different mediums, by conducting wide 
open discussions on any topic interesting to ad- 











vertisers. Every subject is treated from the ad 
ve rtiser’s standpoint. Subscription price #5 a 
e vertising rates, ¢ lassifled 25 cents a line 





each time, display 50 cents a line. \4-page $25, '6 
auge $50, whole page $100 each time. Address 
*RINTERS’ INK, 10 Spruce 8t., New Y ork. 


____ RELIGIOUS, 
BAPTIST. 
TH GEORGIA BAPTIST, Augusta, Ga., is read 
by more than 5,000 progressive negro preach 


ers and teachers in Georgia, South Carolina, Ala 
bama and Florida, Cuire’n for 1899, 6,275 weekly 





Displayed Advertisements. 


50 cents a line; $100 a page; 25 per cent 
extra for specified position—if granted. 
Must be handed in one week in advance. 


w AN’ FED,.—Case of bad health 
that R‘I°P*A‘N’S will not benefit. 
Send 5 cents to Ripans Chemical Co., 
New York, for Io samples and 1,000 
testimonials. 











The Northwest Is A Great Country. 


The Northwest 


MAGAZINE COVERS IT. 


Here is our territory : 
Iowa, 
Dakotas, 


Minnesota, the 
Idaho, Washington, 
British Columbia, 
Manitoba, Ontario and Oklahoma. 


Wisconsin, 
Montana, 
Oregon, 


Wyoming, 

In this territory The Northwest 
Magazine has 31,000 paid sub- 
scribers. 


Communicate with any reliable agency 
for rates, or write 


ATE ae MONTHLY 


y 


ILLUSTR 
MAGAZINE 





$.. PAUL, MINN. 


CANADIAN GENFRAL OFFICES, 
McIntire Block, Win..ipeg, Manitoba. 


CHIcaGo, 638 Fine Arts Building. 

















32 PRINTERS’ INK. 








CAN’T AFFORD TO MISS AN ISSUE. 


This is the word now coming from the satisfied advertisers to the publishers of 


GARDEN” FARM 


CHICAGO. 

Few papers have a stronger hold on their subscribers or have done more in 
1900 to strengthen that hold than GARDEN AND Farm, Chicago. Strong in editorial 
and original matter. Improvement in mechanical execution. Better paper, 
half-tone illustrations and special departments for the intensive farmer, the 
florist, the horticulturist, home and market gardever, the poultry raiser, and the 
rural home and life. These are only a few of the improvements in GARDEN AND 
Farm, Chicago, since coming into the contro! of the present publishers. 

Guaranteed Minimum Circulation 60,000. Ask your agent about GARDEN 
AND Farm and put it on your summer und fall mail order and agricultural lists. 


THE AMERICAN FARMER CO., 


Eastern Office, 150 Nassau St., N. Y. City. 1113-1114 Manhattan Bldg., Chicago. 
TS y &-, § 
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1 Complete the Whole Job. 





I will write your booklet or circular, will have it illustrated if 
necessary, will set the type and print it. Some of the best 
advertisers in the land leave such matters entirely to me, and I 
have yet to hear of one who was not thoroughly pleased. Or 
I will do any part of the work here mentioned. Write me 
about what you have in mind. 


10000000000000000 


WM. JOHNSTON, 
Printers’ INK Press, 
1o Spruce St., New York. 


000000000000 000000000000000000000000000000 
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The Evening Journal 


OF JERSEY CITY, N.. J. 


Goes into over thirteen thousand families in Jersey 
City, and is a guest in over eighty per cent of the 
English speaking households in the city. . . . 


Average daily if JA TA) (0 ae) 
‘ M4, 4; 
circulation in 1899, Ly 1S PCO. ) WOo 


Average daily circulation for three 
months ending March 31, 1900, Dp o 


AAAAA 


RURAL LIF 


Issued monthly, a magazine for the farmer and his family (successor to THE WEST- 


rwwrewYVwyweVTyTY* 
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ERN PLOWMAN), the only magazine of its kind published, will make its appear- 
ance June 1 1900. Every department will be edited by a specialist, and there will 
be something of interest for everybody to read. RURAL LIFE will carry out all 
advertising contracts for THE WESTERN PLOWMAN, and has absorbed the thirty- 
six thousand subscription list which belonged to that popular farm journal. You can- 
not cover the Western field thoroughly without using the columns of RURAL LIFE, 
imeteten Tee a ot eae ‘ST ‘ “ CHICAGO, 
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PRINTERS’ INK, American Newspaper Directory and all other leading 
authorities accord the 


VIRGINIAN=PILOT 


NORFOLK, VIRGINIA, 


A greater circulation than all cther daily papers (4) published in 
Norfolk and Portsmouth combined, 


SWORN CIRCULATION: 
Daily, 9,501. Sunday, 10,228. 
Territory, Virginia and North Carolina. 
SVSSVSSSVSIVSSVSss-VSSEssssesessesesesse 
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About American Newspapers! 


The editor of the American Newspaper Directory keeps on file a mass of infor- 
mation gathered from year to year concerning the circulation and character of American 
newspapers. He has always at hand, in chronolo Bic al order, accessible at a moment's 
notice, a conveniently arranged mass of interesting documents, statements, pamphlets 
and circulation figures, going to sho Ww what is claimed for a paper by its owners or 
asserted of it by its enemies and friends. By the aid of these and his familiarity with the 

ubject it is always possible to pass the history of the paper in rapid review and com- 
prehend and measure the claims set up concerning its value to advertisers. 

A new edition of the American Newspaper Directory with circulation ratings revised 
ind corrected to date will appear on Saturday, September Ist. This will be the third 
quarterly issue for the thirty-second year of the publication, 


PRICE FIVE DOLLARS. 


GEORGE P. ROWELL & CO., Publishers, No. 10 Spruce Street, New York. 











—— ata a i Be 
[HE STATE 
COLUMBIA, S. C. 
Daily—Sunday—Semi-Weekly. 


The American Newspaper Directory accords Tur Starter a larger 
circulation than any gther South Carolina daily. 

Published at Columbia, the Capital of the State and the center of 
the great cotton manufacturing industry of the South, Tur Srare 
occupies a commanding position, Distributed over the eleven railway 
ines radiating from Columbia and reaching more than one hundred 
towns before noon every day in the year, it is “the morning paper ”’ 
for three-fourths the entire State. 

With one matrix or one electro advertisers may cover the State, the 
whole State, with nothing but Tuk Starr. Address 


THE STATE COMPANY, Publishers, 
COLUMBIA, S. ¢ 


Also publishers Souriken Curistian ApvocaTE (Weekly), organ 
ot 75,000 Methodist Church members in South Carolina. 
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The Scripps-McRae 
Press Association 








A News Service Exclusively Furnished for 
Afternoon Papers. 


Unsurpassed in Quality, Without Padding, 
Carrying 14,000 Words Daily. 


Grown from nothing in three years to a 
service supplying 200 clients, including 
the leading afternoon dailies of the West. 


The Scripps-McRae Press Association has its own news bureaus 
in Washington, New York, Cleveland, Cincinnati, Indianapolis, 
Chicago, St. Louis, Kansas City and Deaver, and correspondents in 
every town of consequence in the United States. 

In connection with the Publisher’s Press and the London, Eng., 
Express, a news bureau has been established in China which ha 
proven by innumerable ‘‘beats’’ its superiority over every other service 

It maintains a select staff of correspondents in London, Eng., i 
connection with the Publisher’s Press, and has its own trained men it 
Paris, Berlin, Brussels, Rome, Madrid, Stockholm and St. Petersburg. 

Its Pacific coast service is aiso extensive and covered by staff 
men in San Francisco, San Diego, California, Los Angeles, California, 
Portland, Oregon, and Seattle. 

It has extended leased wire service from the Western Union 
Telegraph Co., and is prepared to serve clients with a 500, or 2,000 
word report, or its full report averaging 14,000 words daily. 

No other service has the machinery at command to compete wit 
the Scrippe-McRae Press Association in the Middle and Westen 
States, and its connection with the Publisher’s Press insures a sur- 
passing service from the seaboard States. 

It will commend itself to any publisher who will examine it. | 
may be used in condensed form as an auxiliary report or in its 
entirety, and will show by comparison that it is unsurpassed as an 


afternoon news service. 


Headquarters: Cleveland Press Bidg., Cleveland, 0. 
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Telegraph 
and Cable News 








The collection and furnishing of news to the daily papers of the 
country is work of the most vital importance, and in order to 
accomplish the task successfully it requires the most skillful trained 
men and the best possible facilities. This is especially true of 
foreign news at the present time. It is conceded by those who bave 
made a careful study of the matter that in order to attain the greatest 
degree of success there should be an Association for morning papers 
and one for eveni: g papers. 

The difference of time between New Vork and London, the two 
great news centers, favors the evening papers, and when news is not 
held back and the evening paper not discriminated against, they must 


receive the major portion of the news. Those papers which have 


been fortunate enough to secure the report of the Publisher’s Press 
\ssociation need have no fear that they will not get the news of the 
day the day it happens; for this Association serves afternoon and 
Sunday morning papers exclusively, which gives it a marked advan- 
tage over all others. Another advantage the Publisher's Press has. 
In conjunction with the Scripps-McRae Press Association of the 
West they collect their own foreign news, maintaining a large bureau 
in London and branch offices in every European capital, and corre- 
spondents at every news center in the old world. 

The London and New York offices are connected by direct wire, 
enabling them to handle the foreign news with the greatest possible 
lispatch. . In this country the two Associations operate a system of 
leased wires. The Scripps-McRae Press Association operating in the 
West and the Publisher’s Press in the East. Strong bureaus are 

iintained in all the larger cities and correspondents in every small 
ity, town and hamlet. It is claimed by editors who have handled 
the reports of other associations that the report furnished by the 


Publisher's Press is the best ever furnished by any association 
Editors and publishers of evening papers would 

do well to communicate with,the Publisher's Press, 

Park Row Building, New York City, before deal- 


ing with other associations. 
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KANSAS IN 1900 


18 the most promising field in the Union for the judicious adveriiser. 
The people are enjoying a period of unexampled prosperity, and 
have the money to buy what the advertiser offers them. 


Te TOPEKA CAPITAL 


Is the direct road to the best homes In Kansas. It reaches every city and county 
in the State, and in circulation, character and confidence of the people has no rival. 


AVERACE CIRCULATION FOR i899. 
Daily Edition, 11,484 Semi- Weekly, 16,540 
Sunday Edition, 12,434. 


POSTOFFICE FIGURES—Showing Newspaper Postage Paid in Topeka 
During the Year 1899. THE CAPITAL pays 522 Per Cent of the Whole 
or $537.89 More Than All the Other 45 Papers Together. 


wupe@apetas, ....+..s . §5 582.91 


BOS SORT occ ces sccececcocese Steeerccoesccesoecessoses evccece 
State Journal, weekly. ‘ 
Democrat, daily TITEL 
Kansas Farmer, weekly. CSOneesasececesseococecoocccens 
ee . Rar Ye cvoeeees 
The Mail and Breeze, wey - esuesrcee euse see coe 
att 0. <. caccteenedhosesmpinenbediess+teeciae 
The Kansas Telegraph, STC tas AMATI 
CE EEE EEE ceeecese 
State Ledger, See nos pneweue 
Medical Journal, weekly................cscscsccscseeessceeee oe 
Western Odd Galaoer. Nec schacebanice Sate 
. The Plaindealer, weekly irhnnengteiesseaueenn 
Western School Journal, monthly ae 
. Kansas Worker, month nly cabbeornet Obb..e Jeeta enooeeneereuNe 
High School World, monthly .. estomeroeseces 
: Kansas F. A. & I. Union, monthly...... oe 
. Saving Health, monthly. 
. Poultry Breeder, monthly 
. Baptist Visitor, monthly A 
> POUNCE WSS, MROMEMET ....0cccccce-seoee oe “ee 
Kansas reggie: +b Home Finder, monthly eee 
b STOCSCCOP, MOMEBLY..ccccccccsccsee sscecccccccce ooee 
. Ancient Order of Pyramids, monthly ....... ° onee $4,645.02 
Western Veteran, monthly.............-.se00 eae / 
Forsamlingen Budbarare, monthly............ 
Kansas State Notes, monthly................ 
. Gleanings, quarterly ........-...+0 
te CE inndcaeeeuaseesssossoseeeese 
. The New Woman, monthly..........ceeees sees 
- The Washburn Review, weekly ... eevee 
. Western Pigeon Review, weekly.......... 
. Barks and Cackles, weekly......... $0eseees 
. Kansas Messenger, weekly.... - -....++.+6 
Kimball Family News........ccccssesece 
6. Spirit of Kansas, weekly ............se00 
. Colored Citizen, weekly........ oe 
$8. Christian Blade, monthly..-....---+- 
89. Shorthand for Every body, monthly 
40. Topeka Monitor, quarter Bee 
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GL, TEES DHGMSCTES, WCE ccc ccccccccccsscvcessscceseoscoccscccosces 
42. Kansas State Sunday School Journal, ees 8 ical 
ess. Con caieceeReeeseeneess cous ove 
44. Kansas Churchman, monthly ouseeeasennee ibaa 


&. WeSSSTR DASE, WRONG cccccccccrscescescscccosccvcccesces seed 


THE CAPITAL, in excess of all the other 45 papers combined $537.89 


S. C. BECKWITH SPECIAL AGENCY, 


SOLE AGENTS FOREIGN ADVERTISING, 


469 The Rockery, Chicago. 47, 48, 49 and 59 Tribune Bldg., New York. 
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Why Wait? 





faa 





SJION’T you know that time 
I) has a way of flying? 
¥| Before you know it Oc- 
tober 15th will be here, 
and on that day all time and space 
discounts in COMFORT will be 
abolished. That means it costs 
just one-fifth less now than then to 
place a yearly contract. Any agent 
will explain. We also have branch 
offices at 707 Temple Court, New 
York; or 1635 Marquette Building, 
Chicago. Why not write to-day to 
your agent or to us? 














W. H. GANNETT, 


Publisher, Incorporated, 
Augusta, - - - Maine. 
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Scope of the Exposition 


Ihe magnitude of the Pan-American Exposition may to some 
extent be appreciated when it is understood that one of its chief pu 
poses is to illustrate the progress of the last century in all the States 
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SERVICE BUILDING. 

and Countries of the Western Hemisphere. To that end, the Presi- 
dent of the United States issued to all Governments in the Three 
s Americas special invitations to participate in the Exposition. Hearty 
acceptances have been received from many of them, including 
Canada, Mexico, Honduras, Guatemala, Brazil, Argentine Republic, 
Bolivia, Chile, Nicaraugua, Salvador, Guadaloupe, Dutch Guiana, 
Costa Rica, Peru, Venezuela and Haiti. Responses are expected 
from the others soon. Many of the States will have special build- 
ings and extensive exhibits. 


Geo. Kissam & Co., 
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E iti 
November, 190, 
The Principal Means of Transit : 
‘To the Exposition grounds : 

are by the lines of the In- : 
ternational Traction Co., : 
operating the finest elec- : 

tric cars in. the world. 
This system covers Buf- : 

falo, Niagara Falls, Tona- 
wanda, Lockport and in- : 
terurban lines and the ad- ; 
vertising is all controlled by : 

Hf &3 63 (aban Site 5 Bwirifal 10, Wa Vo 3 
TELEPHONE, ‘SENECA 1810. ; 
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logues or plans for advertising As 
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DEPARTMENT OF CRITICISM. 
‘By Charles Austin ‘Bates. 


Readers of PRINTERS’ INK may send ~ this department advertisements, booklets, cata- 
any as possible will receive full, honest, earnest 
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criticism. There is no charge for it PRINTERS’ INK “ pays the freight.’ 
PITTI Oennnnieneees tnnees 
In an article “on type’ in as simple as possible, and if dis- 


PRINTERS’ INK of August 22nd 
mistake is made of confusing 
spaces and leads. The writer of 
the article says: 

“For instance, typewritten let- 
ters set solid or single spaced are 
hard to read, whereas the same 
type spaced with two spaces is 
easily read.” 

That is true enough, 
typewriting is concerned, 
printing, are the 
of type metal that are used to 
separate words or letters in the 
same line, and as a rule too much 
spacing is almost as bad too 
little. 

The long metal strips that are 
used to separate lines of type are 
called leads or slugs, according to 
their thickness; and whether or 
not they are desirable depends very 
much on the face of the type used. 
The article I refer to was set solid 

that is, without leads—and it 
was certainly as legible as it would 
have been if it had been single- 
leaded, and presented a much 
handsomer appearance than _ it 
would had it been double-leaded 
or slugged. 

The last paragraph of the article 
is! 

“It is a great mistake to put 
large capitals all the way through 
where upper and lower case would 
show much better.” 

True—and “‘it is a great mistake 
to put upper and lower case all the 


so far as 
but in 


spaces thin bits 


as 


way through where capitals would‘ 


show much better.” 

In other words, it is very hard 
for a man who is not thoroughly 
familiar with type and its practical 
uses to lay down any general rules 
for the guidance of others. The 
best rule is to keep the typesetting 


play is desired to use the kind of 
letter that will g ve the display— 
which is delightfully indefinite but 
thoroughly practical. 


* * 
If it is true that F. A. Stuart, of 
Stuart’s Dyspepsia Tablets, does 


not consume any of his own mer- 
chandise, the little sketch of his 
l:fe published recently in the 
Fourth Estate has a most obtru- 
sive moral. 

The idea is that by selling dys- 
pepsia tablets to others one may 
accumulate sufficient money to in- 
dulge in private libraries and stock 
farms, and to take in the grand 
opera season in New York and 
Chicago. In this way, living a 
leisurely, rational life, dyspepsia 
w:ll be unknown and tablets super- 
fluous. 

It is a beautiful system when 
you stop to analyze it, and a per 
fectly easy one to follow. All you 
have got to do is to have Parke, 
Davis & Co., or Hance Bros. & 
White make up a dyspepsia tablet 
for you, advertise it to the extent 
of a quarter of a million a year, or 
more, and begin to clip coupons. 


. * * 

The fidelity with which some 
advertising agents serve their 
clients is illustrated by the atti- 


tude of publishers to advertising 
agents. 

With one exception the maga- 
zines that advertise do not dare to 
place all of their advertising 
through any one agent, no matter 
what they may think of the serv- 
ice he gives. The system in vogue 
is to split up the appropriation and 
distribute it among all the agents 
in proportion to the amount of ad- 
vertising the agent sends to the 
publisher, or the ameunt of busi- 
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ness that the publisher hopes the 
agent will send. 

In other words, the money spent 
for advertising by publishers is 
used, to a large degree, in the ef- 
fort to influence the agent's judg- 
ment, and the publishers pretty 
generally believe that should they 
decide to place the entire appro- 
priation through the one agent 
who they bel eve capable of giving 
them the best return for the 
money, the other agents would 
make that the reason for keeping 
their clicnts out of that particular 
publication. 

Under such a system the ques- 
tion is—what chance has the ad- 
vertiser ? 

* * 

An advertsing publication says: 

“An advertiser can obta‘n very 
little more prominence with a full 
page ad at the present time than 
he could with a quarter-page ad 
ten years ago.” 

I wonder if we really know what 
we mean when we speak of the 
advertising of ten years ago. 

I have just been looking up a 
copy of the Century Magazine for 
April, 1880. 

It is beautifully illustrated with 
wood cuts, and so far as I am able 
to discover, there are just three 
half-tones in the entire text mat- 
ter of the book. One is the re- 
production of Washington's sur- 
vey of his farms, the second a 
group of photographs of an un- 
pulchritudinous cut-throat Russian 
of considerable distinction, and 
the th'rd is one of Frederic Rem- 
ington’s horse pictures. 

Not a single half-tone appears 
among the advert'sements, and I 
have failed to find any very con- 
spicuous quarter pages. Turning 
over the leaves casually I gather 
the impression that there were pro- 
portionately just about many 
large ads as there are now. The 
Equitable Life Insurance Co. has 
four pages; Pears’ Soap, a_ full 
page: Ivers & Pond, one page. 
Pearline is represented with a half 
page. as usual; the White Mount- 
ain Freezer Co. has a half page; 
the Kodak has a quarter page, and 
the Hawk-Eye Camera is repre- 
sented with a half page, as are also 
Smith & Wesson. The seed 


as 
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houses have pages and half-pages 
pretty much as they do now. So 
zodont has a quarter page and 
Castoria fills a half-page, with per- 
haps the ugliest and most prom- 
inent advertisement in the maga 
zine. Cuticura Remedies occupy 
a page; Williams’ Shaving Soap, a 
page, as does also the Equipois: 


Waist and Buffalo Lithia Water 
Mellin’s Food has a half-page and 
the Franco-American Food Co 


the same. The Rock Island Route 
istheonly railroad occupying a full 
page, but full pages are used by 
the Albany Perforated Wrapp ng 
Paper Co., Dr. Scott's Electric 
Appliances, the United States Mut 
ual Accident Association and Col 
gate & Co. 

Most of the advertisements look 
rather queer and old-fashioned to 
us now, but I regret the necessity 
of concluding that there has been 
no very marked change in the pro 
portion of large and small ads 
and I am quite sure that the man 
with a quarter page obtained no 


more prominence ten years ago 
than he does now. 
* * * 


I greatly fear that, in advertis 
ing, the photographs of live mod 
els will never be a startling suc 
The trouble is that th 
mode] seldom looks the part. 

I have recently noticed the pict 
ure of a young lady diligently 
curling her pompadour roll. She 
is seated before a dressing table, 
on which there is an assortment 
of unopened bottles and packages 
borrowed from the drug stor 
downstairs. It is really a very 
decent looking dressing table, but 
there isn’t a sign of a covering on 
it, and surely all the glass and s1 
ver thngs that are on it will 
scratch the top most wofully. 
little 


cess. 


On one side is a dinl 
tooth-brush rack. probably made 
of twisted wire. It holds an as 
sortment of tooth brushes which 


really ought to have been left in 
the bath room. 

The young lady is strenuously 
trying to look as if she owned the 
stuff on the dresser and the won 


derfully accordion-pleated — skirt 
she has on. Somehow or other 
she fails to make it convincing 
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The clothes were as surely bor- 
rowed as the toilet articles. 

That is the great trouble with 
the photographic model business. 
The class of women who are sup 
posed to be shown could not be 
induced to pose for an advertising 
picture, and the ones who can be 
induced to distinguish them- 
s.lves seldom know how to behave 
in their unusual surroundings. It 
is really too much to expect tlat a 
young woman will have sufficient 
versatility to pose for a breakfast 
food one minute and a champagne 
in the next. Nor-.is it quite con- 
sistent for her to show herself in 
a bath-tub advertisement on one 
page and in the announcement of 
some concoction which prevents 
odious odors on another. 

* * # 


sO 


The New York Sun truthfully 
advertises, “you cannot reach the 
readers of the Sun through any 
other daily publication.” 

The Sun is more than a news- 
paper—it is a habit. Once you 
become addicted to reading it, it 
becomes a necessity, and there are 
many who will agree that they 
would rather not know the news 
than be compelled to read it in a 
paper other than the Sun. 

There may be a disadvantage in 
this to the advertis r. The news 
matter and editorials in many 
papers are so bad that one turns to 
the advertisements in self-defense. 
Possibly the Sun is so well writ- 
ten that nobody has time for the 
ads. Nevertheless I know of one 
reader of the Sun who was this 
summer in a New England coun- 
try house, to which there came the 
Boston Globe, a truly wonderful 
latter-day newspaper with a more 
or less distinct saffron hue. The 
Sun reader read a paragraph of 
the Globe and went back to the 
four-years-old copy of the Sun 
which he found stowed away in a 
corner. 

Four-years-old news in the Sun 
is as crisp and fresh as ever. 

As a matter of fact, most of the 
news that is printed is unimpor- 
tant. It is only the manner of tell 
ing that makes it interesting, and 
this being true, it is hard to un- 
derstand why the New York Sun 
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has not six million circulation 
daily. 
+ * * 

A correspondent has asked for 
my opinion about advertising a 
toilet preparation independently in 
women’s papers. I advise it 
strongly, but I certainly would 
urge you to use more than a two- 
inch space, if possible. It is better 
to use a large space in one, or at 
the most two publications, than a 
small space in a dozen. 

If the article is something that 
is more or less of a remedy, it will 
be impossible to advertise it in the 
Ladics’ Home Journal, as they will 
take no advertisements of any- 
thing that cures in any sense of the 
word. 

I would recommend advertising 
in any of the following publica- 
tions: 

The Delineator, [Voman’s Home 
Companion, Ladies’ World, Puri 
tan, Christian Herald or Designer. 
I would not take less than two 
inches in any publication I used. 

Of these papers the Delineator 
has a circulation of five hundred 
thousand (500,000), the /l’oman’s 
Home Companion, two hundred 
and fifty thousand (250,000), the 
Ladies’ IVorld, four hundred and 
fifty thousand (450,000), and the 
Puritan, one hundred and _ forty- 
seven thousand (147,000), making 
a circulation of a little less than 
two million. 

In such papers it will be possible 
for you to place as many facts 
about your preparat'on as you can 
get into a two-inch space before 
millions of f 


women for a_ very 
small sum per month. 
However, I do not think that 


placing a two-inch ad in each of 
these publications will be as satis- 
factory in its results as placing a 
large one in one of these publica 
tions. 

By using a larger ad you are 
able to make your ad more con- 
spicuous and more sure to be seen, 
‘you are able to tell your story 
more fully, and at the same time 
use larger type, which will make 
it easier to read. 

In such a paper as the Delin- 
eator, forinstance, you reach about 
five hundred thousand (500,000) 
subscribers. If you cultivate five 
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hundred thousand readers thor- 
oughly you have a large field be- 
fore you, and it is easier to reach 
five hundred thousand (500,000) 
people with an eight-inch ad than 
it is to reach two million (2,000,- 
000) people with a two-inch ad. 
* * 


Mr. Charles W. — of Ban- 
gor, Maine, publishes a periodical 
called The Free Man, devoted to 
the study of the new thought, 
whatever that may be. 

He also makes books, one of 
which is called “Phrenopathy, 
from which these few lucid and 
inspiring paragraphs are reverent- 
ly clipped : 

Prime Creative Substance is 
expressed in the crude negative form 
termed matter, and in the more highly 
developed, positive mind, but at no 
time or place is mind in existence in- 
dependent of matter—crude Spirit— 
nor matter independent of mind. 

Prime existence is Infinite Spirit, in- 
finitely expressing itself in mind and 
matter. 

Mind and 
prime substances, but 
pressions of the one 
producing, infinite 

But by whatever 
Creative Substance, the 
which we should never 
that it is absolutely one. 

Each individual existence, 
what it may be, is the 
the one Substance. 

The essential characteristic 
noted in universal Substance 


Spirit 


not distinct 
distinct ex- 


all- 


matter are 
are 
all-pervading, 
Spirit. 
word we designate 
one act o 
lose sight is 


no matter 
expression of 


first to be 
is motion, 


producing a variety of forms of life 
and activity. This fact indicates that 
Creative substance is alive, is, in fact, 


Life itself. 


Prime Substance cont?ins within itself 


the law by which it produces its variety 
of expression, and this law is that of 
action and re-action. 

After reading the above the 
reader is supposed to feel much 
better than he did before, and a 
whole book of this sort of infor- 


mation is canable of producing 
most remarkable results. 

In a pamphlet called ‘“Truth’s 
Testimony,’ published by Mr. 
Close, we get an inkling of the 
possibilities of his absent mental 
treatment of which th’s Phreno- 
pathy book seems to be a sample. 

The booklet has a lot of tes- 
timonials from people who have 
been treated Phrenopathically—if 
that is the right word—and it 
makes mighty interesting reading. 

T. G. felldownstairs. cracked 
his skull, injured his spine, dis- 
located six ribs and displaced and 
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injured the inner organs. These 
were the most serious of his in 
juries. It appears further that at 
the same time and place his right 
arm was knocked out of joint, 
and the bones and ligaments of 
one hand and wrist were pushed 
out of place and sprained so that 
the physician said that he would 
never have the use of it again 
No sooner, however, had he got 
in touch with this Phrenopathy 
business than, he says, he came 
out of these highly involved d-ffi 
culties in good shape, and judging 
from the tone of his letter, felt 
all the better for the experience. 
Another testimonial assures us 


that “Our little Robert is behav 
ing simply angel c, and takes hs 
bread and m:lk and other food 


like he understood that was best.” 

We are not enlightened as to 
what ailed little Robert, but prob 
ably after a few pages of Phreno 
pathy he concluded he had better 
take his bread and milk and let it 
go at that. It is to be suspected, 
though, that his behaving “simply 
angelic” is purely a bluff—he is 
probably afraid of getting some 
more Phrenopathy if he doesn't 
pretend that he is feeling finely. 

Another testimonial says that 
the weight of the sufferer in 
creased from I19 to 153 pounds. 

Stll another says : “Your treat 
ment has been a success. I am 
in a_ sixty-dollar position—one 
better than I have ever before 
held.” 

So it 
can not only 
but get you a 
stick to it. 

Mr. Close’s work 
dorsed by such 
lications as The Perfect Faith, 
The Vew Race, The New 
Thought, Universal Truth, Elean- 
or Kirk’s Idea, Abiding Truth and 
The Shoes stor and Thinker. 

This absent treatment business 
is certainly getting to be a great 
industry,andthe amount ofmoney 
that some of the men who ~~ 
tice it are piling up is said to be 
enormous. All of which goes to 
prove several th'ngs. One is 
that advertising is a great thing, 
but it would be unkind to mention 
the others. 


that Phrenopathy 
cure broken bones 
better job if you 


seems 


is highly in 
prominent pub 
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VACATIONS FOR BUSINESS 
MEN. 

A gentleman, high in the coun- 
cils of a great corporation, told me 
——— that for fifteen years he 

had not been away from his office, 
that for fifteen years he had been 
trying unavailingly to find time to 
visit Del Monte—a four hours’ 
trip from San Francisco. I am 
thinking seriously of starting a pe- 


tition in an endeavor to get the 
governor to pardon him out. I 
don’t know what his crime was, 


but fifteen years in confinement at 
hard labor entitles him to parole 
long enough to become acquainted 
with the rising and setting sun. 
This is one of our later day 
manias that must be reckoned with 
if our business establishments are 
not to be turned into hospitals and 


insane asylums. Factories, office 
buildings, stores—they are prisons 
of humanity, confined by circum- 


stance. This confinement is some- 
times the result of seeming neces- 
sity, but very often it is the result 
of inertia, or of a most narrow 
and ignorant view as to what con 
stitutes, success or misapprehen- 
sion of the purpose of ambition 
In many cases inertia is at fault— 
“too much trouble to take a vaca 
tion.” It is like stirring up a bear 
in midwinter—“what's the use of 
getting up.”” As for the man who 
bel'eves himself indispensable to 
any office, any profession, any 
business, I need but say that while 
all manner of indefensible praise 
has been inscribed on helpless 
monuments, no one has yet had the 
hardihood to write, “Here lies Mr. 
Double Blank, he was indispens- 
able to the earth.” Therefore, get 


away. Go somewhere. Go where 
the only ceiling is a blue sky, 
where the walls are tree-decked 
mountains, counters running 


streams, 
the pavements but trails. 
the telephone and the telegraph 
are your masters; when you are 
away refer them to the red-headed 
woodpecker in the highest pine 
tree. Go away some place where 
vou can d'spense with starch, both 

your clothing and your man- 
ners, without occasioning criticism. 
If you have not been in prison so 


desks great boulders, and 
At home 





long as to be afraid of a moonlit 
sky and the wide expanse of the 
universe to which you were born 
heir, have you not eyes? Sleep 
out of doors. If you are “not too 
dulled by electric lights to lose the 
glory of a camp fire, build one and 
remember that Prometheus did 
not recommend an oil stove. Put 
on the clothes that will make you 
feel most at home when you lean 
up aga‘nst a tree, and try drinking 
out of a spring instead of a bottle. 
Go away to the mountains or to 
the shore. If Adam had been a 
housed-up man like you, poring 
over routine details, of which 
many are not instructive at all, 
even though interest'ng; if he had 
spent his life facing a lot of 
pigeon-holes, and his example had 
been followed — by descendants 
obedient to precedent, it’s a pretty 
specimen of a man you would be 





to-day. You couldn't go anywhere 
ght be shipped by express. 
If three months of every year s 


tme can be spent in the open air, 
very good; you do a year’s work 
in the other nine: if but one month 
or one week, take that. You can 
not go wrong if you go for but « 
day. Butcome out of your sarcoph 
and take a vacation. You 


agus 


are entitled to it, and what is of 
more importance, the people who 
must associate with you are ent tled 
to it. Take a vacation for their 
cake if not your own.—Sunscet. 
oe 
STEREOTYPED ADVERTISING EX- 


PRESSIONS. 


“ALWAYS READY TO SERVE,” 
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A Masterful Stroke! 


N the August issue of Success there appeared a very interest 









ing article on the life of John Wanamaker, the merchant 






king. It states that few men have been the object of more 






contemptible slurs than he, and his life proves that “the world 






makes way for a determined man.” 
I do not liken myself to Mr. Wanamaker, but I achieved some- 


























thing that no ink man or any other man ever conceived, and that 
was to get printers to pay cash in advance for their inks. I was 
considered an insane freak to undertake such a scheme, as credits 
were unlimited, and any ink man that asked for a settlement more 
than once a year was considered a hog. 

J had the determination to win, and although my first six 
months did not make much of a showing, I kept plugging away 
at high prices, and at the end of my first year I was doing a fine 
business. I completely upset the old fogy ideas of my compet- 
itors and offered inks at rock bottom prices, put up in any size 
cans or kegs desired. ‘This was the foundation of my success, as 
printers were not compelled to buy more than they actually need- 
ed, and they knew that if the inks were not right I would cheer- 
fully refund the money. 

There never was a man in any kind of trade that has been 
slurred more than I have been, and more despised by his com- 
petitors. A friendly ink man was in my store recently, and he 
stated that the cash in advance system was a masterful stroke 
on my part, as I caught the other ink fellows sleeping. 

If you are paying ten dollars for an ink simply because your 
ink man says it is worth it, you are really presenting him with 
eight dollars pocket money to spend in Europe or some other 
summer resort, while you are struggling to keep the sheriff from 
entering your place. Send for my price list and don’t forget 
that I must have the money in advance, whether you are rich 
or poor. From the first to the twenty-second of this month | 
received 601 orders. Can any ink house beat it without the 
aid of salesmen? Address 


PRINTERS INK JONSON, 
13 Spruce Street, . . . NEW YORK. 












PRINTERS’ INK. 


Seventeen Insertions Gratis 





An advertisement contracted for to 
appear in Printers Inx for the year 
igor will be inserted 


) i SS 


in all the remaining issues of 1900, 


Address 
PRINTERS’ INK, 


10 Spruce Street, - - - New York, 
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Needs A Stimulant 


We mean your business. Nothing 





stimulates business more than well 


placed advertisements. 


We Can Place Them 








Where thousands will scan them 
daily. Let us furnish your busi- | 
ness with the necessary stimulant 


while you watch it revive. 


A Street Car 


Advertisement 











is what you need. That is our 
business. Write us at once for 
prices and particulars. 


GEORGE KISSAM & CO., 


253 Broadway, New York. | 





Written by A. G. POWELL, Starke, F a. 























